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Rough Proofs 


“The cuckoo,” says an advertise- 
ment on the New York subway trains, 
“Jays her eggs in the nests of other 
birds and lets the other birds hatch 
them out.” 
Well, that’s not so cuckoo. 

7 + -_ 


A life insurance executive headed 
an air flight from St. Louis to Chi- 
cago and return. This is either a 
tribute to the safety of aeroplanes or 
a suggestion that a St. Louis man 
insists on having available the quick- 
est exit from Chicago. 

a ae * 


George D. Gaw is sponsoring a new 
line of envelopes scented to suggest 
the advertiser’s product. This is go- 
ing to add to the complications of ex- 
istence. The man who is called on to 

explain to his wife how he happens 
>to be carrying delicately scented sta- 
tionery in his pocket will not thank 
Mr. Gaw for his interesting device. 
+ * * 


Barbasol is advertised for uses 
other than in shaving. This plan is 
probably resulting in the Indianapolis 
manufacturer receiving testimonials 
like this one: ‘“‘I am an enthusiastic 
user of your shaving preparation, 
which I have found to be just the 
thing for mosquito-bites. Do you 
happen to have a hair tonic that will 
go good in high-balls?” 


* * ok 


Bill Tilden, the temperamental 
tennis star, has given the United 
States Playing Card Company some 
dandy copy material. After losing a 
match in France to a British un- 
known, Bill confessed, “If I played 
negligently, my mind was on bridge.” 
He had probably gone down 500 the 
night before hecause he forgot to lead 
trumps. 

ok a % 
In his Chicago talk, O. D. Keep of- 
ficially denied the rumor that only 
Yale men are on tho staff of Time. 
Are the Harvard laddies having their 
innings now? 
os a * 


South State street burlesque house 
advertises, in lights, “Hulla dancers.” 
j Direct from Hullabaloo, no doubt. 

s ue * * 

i “A car,” says Lincoln, “that the 
/owner may be proud to place in the 
‘most exacting social setting.” 

I once knew a fellow who ventured 
into an “exacting social setting” with 
a second-hand Ford, and simply 
spoiled the party. 

ae ck * 


From advertisement of G-E electric 
refrigerator: “On top, where it be- 
longs.” 

And the purpose of the advertise- 
ment, of course, is to keep it there. 


* * 


“One of the most interesting things 
to women about the past summer,” re- 
marks the Hood Rubber Company, 
“was the whole-hearted endorsement 
Fashion gave to Health.” 


And dog-goned nice of Fashion, too, 
I calls it. 


* * * 


: “When you serve this sparkling 
juice from ripe Golden Russet apples, 
the occasion quite naturally becomes 
a bit ceremonious.” 

Not to say hilarious. 


* * * 


The United States Lines have pro- 
uced a modernistic drawing which 
looks like the whale in the act of 
Swallowing our old friend Jonah. 
However, since it is reported. that 
Continental advertising is making it 
ned that prohibition is not prac- 
iced aboard these ships, the drawing 
hould probably show Jonah swallow- 
0g a camel. 


Copy Cus. 


ALL CONCERNED 
RALLY 10 AlD 
OF KING COAL 


Joint Merchandising Campaign 
Is Planned 


Coal men, manufacturers of stok- 
ers and makers of boilers, all directly 
dependent on the popularity of coal 
for their prosperity, have banded to- 
gether to keep King Coal or his 
throne. Thirteen stok’r manufactur- 
ers, some of the leading boiler mak- 
ers and a large number of coal pro- 
ducers, met in Chicago last week 
under the auspices of the Kewanee 
Boiler Corporation to discuss the 
modus operandi of this project. 

This will be formulated by a com- 
mittee made up of the following: 
Joseph Harrington, Harrington 
Stoker Division, Whiting Corporation, 
chairman; E. L. Beckwith, district 
manager, Detroit Stoker Company; 
Ray Goddard, president, Combustion- 
eer, Inc.; I. T. Ladenson, president 
of the Chicago Automatic Stoker 
Company. 

Clint E. Beery, of the Chicago office 
of the Kewanee Boiler Corporation, 
presided at the meeting. He urged a 
co-operative merchandising campaign. 


Money Is Waiting 

“There are between 50 and 60 mil- 
lion dollars in Chicago alone waiting 
to be spent for heating equipment,” 
he said. ‘“‘This money is going to be 
invested in confidence, more than any 
other one factor. Let’s begin to build 
that confidence.” 

A. B. Martin, Chicago manager of 
the Kewanee Corporation, pointed out 
that all of those present have a stake 
in selling the public on the mechani- 
cal firing of fuel. 

“We must first merchandise stok- 
ers,” he asserted. “That cannot be 
done by casting reflections on com- 
petitive fuels. There will be innu- 
merable stokers presented to the pub- 
lic in the near future. Some will have 
adequate backing and some will not. 
The best way to keep the industry 
from suffering from the reaction of 
improper equipment, improperly in- 
stalled, is to form an association for 
the advancement of the stoker indus- 
try, for promoting and conserving 
public confidence and improving the 
burning of solid fuel.” 

Joseph Harrington, widely known 
combustion engineer, pointed out that 
a small stoker must be installed with 
just as much regard for sound engi- 
neering principles as if it were a 100- 
horsepower boiler. 


Must Select Prospects 

“If the necessary fundamentals do 
not obtain, we are darn fools to sell 
a stoker,” he pointed out. 

B. R. Gebhart, public relations 
counsel of the Illinois Coal Bureau, 
said the chief objective must be to 
guarantee to coal consumers the 
smokelessness, economy and _ con- 
venience to which they are entitled. 

“Ashes and other non-combustibles 
present in all coal, must be reckoned 
with, however coal is burned,” said 
Mr. Gebhart. “The number of people 
willing to provide necessary atten- 
tion to meet and dispose of this 
handicap of coal will outnumber those 
who prefer to burn high cost smoke- 
less fuels by several hundred to one. 
It is logical to conclude, based on the 
natural desire to save money, that 
these people will not shrink from the 
use of coal, even though it involves 
some attending effort, if through the 

(Continued on Page 11) 


Montgomery Ward & Co., Chicago, 
have announced the resignation of 
Merritt Lum as assistant general 
manager of chain stores. No an- 
nouncement has been made regarding 
his future plans. Mr. Lum was for- 
merly with the McGraw-Hill Publish- 
ing Company, New York, and vice- 
president of the A. W. Shaw Com- 
pany, Chicago, in charge of the publi- 
cations of that company. 

There is considerable speculation 
in Chicago merchandising circles at 
present over the probable develop- 
ment of the Montgomery Ward poli- 
cies as to chain stores and depart- 
ment stores. This branch of the busi- 
ness of the company was understood 
to be the channel for future expan- 
sion, but it is now reported that the 
expansion program has been consid- 
erably curtailed. 

Various executives who were slated 
for important posts in the chain- 
store and department-store organiza- 
tion, under the expansion program, 
have resigned during the past few 
months, so that there is considerable 
doubt as to whether tiese activities 
will be enlarged as was originally 
intended. 

Pre-Paying All Shipments 

In the meantime, the mail-order 
business has been suffering from in- 
tense competition with other large 
houses in this field, especially in the 
matter of pre-payment of mail-order 
shipments, a plan which was in effect 
during most of 1929. It is officially 
stated that this arrangement has 
been so modified as to assure a 
smaller cost in this part of the busi- 
ness. 

A recent statement of George B. 
Everitt, president of Montgomery 
Ward & Co., confirms the belief that 
the chain and department store busi- 
ness is not to be further expanded 
this year, Mr. Everitt looking for in- 
creased profits through greater effi- 
ciency in this end of the business, 
rather than through the opening of a 
larger number of stores. 

“For several years,” he said in dis- 
cussing his annual report to the 


Montgomery Ward to 
Curtail Expansion 
of Retail Stores 


stockholders, “the company has been 
engaged in retail expansion. In 1929 
we opened 285 chain and department 
stores and during the past two years 
have placed in operation a total of 
532 stores. A retail organization of 
approximately 10,000 people has been 
created in this comparatively short 
period. Through this expansion we 
have secured a large and profitable 
additional volume of retail sales. 
“During 1930 we will endeavor to 
further improve the efficiency of our 
present stores, rather than strive for 
increased volume through the open- 
ing of many additional retail units.” 


Explains Decline 

In explanation of the decline in the 
company’s earnings from $6.25 a 
share of common in 1926 to $2.60 a 
share in 1929, Mr. Everitt said, as 
quoted by the Chicago Journal of 
Commerce: 

“Our profit performance for 1929 
compares unfavorably with 1928 for 
one definite reason—the large profit 
recession in the mail-order branch of 
the business, caused by abnormal ex- 
pense incurred in the prepayment of 
all shipments to customers. 


“Our competitors adopted the pre- 
payment policy early in 1929. We 
withheld prepaying shipping charges 
the first six months; however, during 
that time mail-order sales receded so 
rapidly that we adopted the plan for 
the second six months without ade- 
quate adjustment to the new con- 
ditions. 


“Had our mail-order profits during 
1929 approached normal perform- 
ance, we would have secured a sub- 
stantial increase in earnings over 
1928. 

“The prepayment plan, which 
proved so burdensome in 1929, has 
been modified and changes in our 
selling and other expenses this year 
will offset to a very substantial ex- 
tent the cost of the present prepay- 
ment plan.” 


The company’s sales amounted in 
1929 to $267,325,503, against $214,- 
350,446 in 1928 and only $183,800,865 
in 1926, the peak-profit year. 


The food products of five more man- 

ufacturers have been accepted by the 

Food Committee of the 

. American Medical Asso- 

a ciation, Chicago, in addi- 

Aan tion to the four reported 
last week. 

The latest addition to 
the list of manufacturers who may 
use the emblem of the medical organi- 
zation in their advertising are: 

Borden's evaporated milk, The Bor- 
den Company, New York. 

Cream of Wheat, the Cream of 
Wheat Company, Minneapolis. 

Gerber’s strained vegetable prod- 
ucts, Gerber Products Division, Fre- 
mont, Neb., Canning Company. 

The New Pettijohns, Quaker Oats 
Company, Chicago. 

Post's bran flakes with other parts 


~ 


Five More Foods Are 
Given Medical O. K. 


of wheat, Postum Company, Battle 
Creek. 


Ask Publicity for Nostrums 


The American Dental Association 
has asked its members to give pub- 
licity to the findings of the organiza- 
tion's Bureau of Chemistry. This 
action suggests that the association 
may eventually make an effort to 
reach the public with an emblem sim- 
ilar to that adopted by the American 
Medical Association’s Committee on 
Foods. 


“Such relief as is given under the 
pure food act is only regulatory,” 
said the American Dental Associa- 
tion's Journal. ‘‘The final cure lies 
in education and publicity regarding 
the worthlessness of most types of 
nostrums.” 


CREMO’S SPIT 


COPY A LIBEL, 
BUREAU VIEW 


Finds Most Gigars Are Made 
by Machines 


New York, Feb. 14.—Charging that 
the American Cigar Company’s “spit” 
advertising in behalf of the Cremo 
cigar is not only unfair competition, 
but a libel upon an industry which 
has established high manufacturing 


Trade Paper’s Viewpoint 

New York, Feb. 14.—The current 
issue of “The Tobacco Leaf,” while 
printing the Cremo spit copy in its 
advertising columns, remarks editori- 
ally: 

“There is no reason why a digni- 
fied certification of sanitation by a 
competent authority should not be 
advantageous to any manufacturer 
of cigars, but the Cremo copy should 
be deodorized, deloused, disinfected 
and deleted.” 

The same issue commends the 
“Pittsburgh Sun-Telegraph” for “a 
fair and friendly editorial on the 
subject of smoking.” 


standards, the National Better Busi- 


ness Bureau has published a bullethr——— 


which it says is based on a nation- 
wide investigation. 

“Most cigars are now machine- 
made,” said the Bureau, which, after 
describing the advertised statements 
of Alfred W. McCann, queries: “Has 
Mr. McCann set up a straw man? If 
he is confining his discourse to dis- 
eases transmitted by cigars, his argu- 
ment would appear to be absurd. 
There is no record whatever of the 
contraction of disease from cigars.” 

The Better Business Bureau fol- 
lowed up this broadside with the ob- 
servation that the American Tobacco 
Company is not even consistent, re- 
viewing its activities as follows: 

Reviews Advertising 

“The Cremo campaign is only one 
more development of the advertising 
practice of the American Tobacco 
Company, of which the American 
Cigar Company is a subsidiary. Lord 
& Thomas and Logan direct the ad- 
vertising of both accounts. 

“First came the Lucky Strike cam- 
paign, which featured the insincere 
purchased testimonial, an advertising 
practice subsequently condemned by 
the Association of National Adver- 
tisers and an overwhelming majority 
of 900 odd national advertisers and 
advertising agencies who responded 
to a survey conducted by the Na- 
tional Better Business Bureau. m 

“In the fall of 1927 Lucky Strike 
advertising was representing that 
many doctors had stated that the 
smoking of that brand of cigar- 
ette would prevent throat irritation. 
This assertion was based upon re- 
plies received to a questionnaire 
which was sent to physicians asking 
them if they considered Lucky 
Strikes to be less irritating than 
other cigarettes. 

The “Lucky” Campaign 

“More far-reaching than any of 
these was the ‘Reach for a Lucky 
Instead of a Sweet’ campaign. An 
attack upon a non-competitive indus- 
try, it was condemned by health au- 
thorities and brought more com- 
plaints into the offices of Better Busi- 
ness Bureaus than any other single 
advertising campaign. The Bureau 
protested against this advertising and 
failing to persuade the American To- 
baeco Company to abandon it alto- 


I es. ied ee ce oc eee ca eee A eR ee eC co a aa 
_ ne eee ADVERTISING % 
| : Ea t(‘é , 
oo 
iia 
é | 
| 
, 
' 
| _ 
— ae 
| | 
| 
| 
a 
| . 
oe 
a ee 
Ce} 
= : 
a | 
; 
| a 
ae 
! 
| | | 
: - 


2 


ADVERTISING AGE 


gether, filed formal application with 
the Federal Trade Commission for 
the issuance of a complaint against 
the concern. 

“Notwithstanding the ‘health ap- 
peal’ under which the sale of Lucky 
Strike cigarettes was promoted, the 
American Cigar Company advertised 
Roi Tan cigars by the use of such 
statements as: 

“The solid, substantial, masculine 
men have an instinctive preference 
for cigars. Let the ladies and boys 
smoke whatever they want but avoid 
nervous habits yourself. Try my own 
favorite brand—Roi Tan.’ 


The Roi Tan Copy 


“In still another advertisement, a 
young man was shown smoking a 
cigarette with a dissatisfied expres- 
sion on his face. ‘Flat? You said it!’ 
said he, ‘Roi Tans for me.’ The head- 
ing was ‘Roi Tan Cigars break the 
nervous habit.’ 

“The advertising of Chancellor Ci- 
gars has devoted recent copy to an 
attack upon foil-wrapped_ cigars. 
Chancellor advertising reads: 


“*Beware of the Wolf in Sheep's 
Clothing. Buy only What You See. 
Chancellor Cigars Are Out in the 
Open—No Foil—No Camouflage.’ 

“Cremos are foil-wrapped and 
Cremo advertising has referred to 
foil wrapping as a sanitary feature. 
Both Cremos and Chancellors are 
manufactured by the American Cigar 
Company. 

“From the information received, it 
would appear to us that the unfair 
advertising practices of the Ameri- 
can Cigar Company, the American 
Tobacco Company and Lord & 
Thomas and Logan constitute unfair 
competition and are detrimental to 
legitimate business. 


“It is our firm belief that unfair 
advertising practices are a menace to 
all advertising and serve to bring it 
into popular discredit. They are, 
moreover, the very tools which the 
radical reformer and ‘law-minded’ 
zealot is seeking to enable him to 
build a legal structure which will 
harass all advertising, good and bad, 
and destroy the rule of self-govern- 
ment which legitimate American 
business is so justly desirous of re- 
taining. 


Ewald Is Appointed 
Vice-Pres. of A. F. A. 


William R. Ewald, director of 
travel service, Campbell-Ewald 
Company, Detroit, has been 
‘named vice-president and mem- 
ber of the board of the Adver- 
tising Federation of America. 
Mr. Ewald took an active part 
in the 1929 re-organization of 
the Federation. He is presi- 
dent of the Adcraft Club of 
Detroit and vice-president and 
director of the Direct Mail Ad- 
vertising Association. 


“Advertising is accepted as an im- 


portant factor in business progress. 
For years the advertising industry 
has openly combatted fraudulent ad- 
vertising and its efforts have been re- 
warded by the isolation of fraud to 
a small and limited field. Present 
day advertising is menaced, however, 
by the insidious use of insincere ad- 
vertising which is more difficult to 
recognize than fraud. It gets into 
the blood stream of advertising and 
its cure leaves deeper scars. 

“Fortunately, the industry itself 
is not unaware of this contagicn and 
is taking definite steps to regulate 
out of advertising insincerity, half- 
truths and buncombe in general. Its 
success in so doing will prove that 
the advertising industry is big 
enough to regulate its own affairs and 
greatly increase the economic value 
of advertising.” 

The bulletin of the Better Business 
Bureau quotes the American Federa- 
tion of Labor, the American Medical 
Association and others as authorities 
for the statement that only a small 
percentage of cigars are now made 
by hand, and that in any event, the 
possibility of transmitting disease in 
this way is remote. 


Appointed by Mellin’s 

John Quinn, formerly assistant, 
has been appointed advertising man- 
ager of the Mellin’s Food Company, 
Boston. He succeeds Jacob Wich- 
ert, who has joined the Kenyon 
Company, advertising agency of Bos- 
ton. 
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Outboard Motor 


Copy to Feature 
Self-Starters 


Milwaukee, Feb. 13.—Self-starters 
are to be featured in the 1930 adver- 
tising of outboard motor manufac- 
turers, and are expected to add ma- 
terially to the business, according to 
experts in this, the center of the out- 
board motor industry. 

The Outboard Motors Corporation, 
of which Ole Evinrude is president, 
and which was formed by the com- 
bination of the Evinrude Motor Com- 
pany, Elto Outboard Motor Company 
and Lockwood Motor Company, the 
latter of Jackson, Mich., made the 
following statement to dealers in 
some of its current trade advertis- 
ing: 

“Tens of thousands of people have 
eagerly awaited the introduction of 
electric starting on outboard motors. 
Beyond question this feature will 
help increase outboard sales to totals 
never approached before.” 

The Johnson Motor Company, of 
Waukegan, Ill, is also announcing 
electric starting as a feature of its 
1930 line of outboard motors. The 
company is also marketing complete 
motor boards under the name of 
Johnson Aquafiyers. ~ 


Women Buy Pants 
But Men Still Do 
The Wearing 


New York, Feb. 14—While it may 
be true that women buy 80 per cent 
of the men’s clothing and furnish- 
ings, it is also true that if the male 
in the household doesn’t like them, 
the merchandise is returned to the 
store from which it came, M. P. Troy- 
an, of Frederick Loeser & Co., Brook- 
lyn, told the National Retail Dry 
Goods Association here last week. 

“Mrs. Smith reads an advertise- 
ment of, say Kosher’s, in Brooklyn,” 
said Mr. Troyan. “It tells of a spe- 
cial sale of ties. She tells Mr. Smith 
she is going to get him some. But 
Mr. Smith remembers the ties Mrs. 
Smith bought him at Kosher’s an- 
other time and he remarks: ‘What 
the hell d’you mean you're going to 
Kosher’s. Their ties are rotten.’ 

“It is obvious, therefore,” con- 
cluded the speaker, “that merchan- 
dise not fashion-right from a man’s 
viewpoint, although it may be sold 
to a woman, dangerously affects the 
future volume of a store. It is worth 
remarking, too, that women are in- 
clined to blame the store which sells 
them merchandise which is rejected 
by their husbands.” 


To Place Furniture 
Advertising 


The Samuel C. Croot Company, 
New York, has been appointed by 
the Doehler Furniture Company of 
that city. Hotel and hospital papers 
and direct mail will be used. 


Swimming Suits to Britain 
The largest foreign shipment of 
swimming suits in the history of the 
company was made from Portland, 
Oreg., to the United Kingdom re- 
cently by the Jantzen Knitting Mills. 
The goods were valued at $37,000. 


Crow Promoted by Libbey 

Harker A. Crow has been ap- 
pointed vice-president in charge of 
sales for the Libbey Glass Manufac- 
turing Co., Toledo, O. Mr. Crow is 
a veteran member of the Toledo 
Advertising Club. 


New Sweetland Executive 

Ed Gibbs, at one time with the Na- 
tional Cash Register Company, has 
joined Ben Sweetland, Inc., New York 
agency. 


Advertising Man Honored 

Walter J. Holman, well known 
Portland, Ore., advertising man, has 
been elected president of the Junior 
Chamber of Commerce of that city. 


New Account for Jordan 
The foreign advertising of Alu- 
minium (IV) Limited is now being 


placed by Jordan Advertising Abroad, 


Company Will Spend Ten Million 


February 15, 1930 


GILLETTE COPY 
ON NEW MODEL 
APPEARS SOON 


in 1930 


Boston, Feb. 14.—Frank J. Fahey, 
vice-president and general manager 
of the Gillette Safety Razor Com- 
pany, emphatically denies that there 
will be any delay or postponement in 
the company’s program for introduc- 
tion of the new razor and blades, in 
spite of all rumors. R 

The new product will be distrib- 
uted between Feb. 15 and March 1 
with increasing volume, reaching a 


SPENDING TEN MILLION 


E. D. Copeland 


total of 80,000 razors and 2,700,000 
blades each day by March 1. Goods 
will be in the hands of distributors 
early enough to capitalize the adver- 
tising, which will be released the first 
week in March. 
The company’s appropriation for 
1930 has been increased by $2,500,000 
to a total of $7,500,000. This, with 
the amount set aside for foreign ad- 
vertising, gives the company a total 
advertising budget of $10,000,000. 
An eight-page broadside is now be- 
ing sent out to dealers, outlining the 
advertising to appear in magazines 
of general circulation. Five five-page 
color advertisements will be used in 
The Saturday Evening Post of March 
8; Literary Digest, March 15; Lib- 
erty, March 15; Time, March 17, and 
Collier's, March 22. Ten color spreads 
will follow, one appearing each week 
beginning March 15 and continuing 
through April 19. 


Others on Schedule 


Additional magazines will be used 
as follows for full page advertise- 
ments, many in color: The New 
Yorker, American Magazine, Cosmo- 
politan, National Geographic, Sunset, 
Red Book, Life, Judge, College Hu- 
mor, National Sportsman, Popular 
Mechanics, Field and Stream, Scien- 
tific American, Popular’ Science 
Monthly, Physical Culture, American 
Boy, Boys’ Life, American Legion 
Monthly, Elks Magazine, Columbia, 
Mooseheart. 
Country Gentleman, Farm Journal, 
Successful Farming, Capper’s Farmer, 
Progressive Farmer, Southern Rural- 
ist, Oklahoma Farmer - Stockman, 
Farm and Ranch, Vanity Fair, Town 
and Country, The Spur, Theatre, 
Asia, Sportsman, Atlantic Monthly, 
Harper's Magazine, Scribner's, Re- 
view of Reviews, Golden Book, 
World's Work, Forum, Forbes, For- 
tune, Magazine of Wall Street, Na- 
tion's Business and The Business 
Week. 
At the same time, 187 newspapers 
throughout the country will carry 
large-space announcements. A spe- 
cial window display has been pre- 
pared for use during the week of 
March 6 to March 14, which, with 
two attractive counter displays, is 
sent free to every dealer writing 
for it. 
The new razor will sell for a dol- 
lar and the new blades in packages 
of ten for a dollar. De Luxe models 
will be put out to retail at five to 
seventy-five dollars. As manufacture 
of former models is being discontin- 
ued, dealers are being offered special 
terms of adjustment up to April 15. 
E. D. Copeland, advertising mana- 
ger of the company, is directing the 
campaign. 


Promotion for Gamble 

Lynn Gamble, for eight years with 
the Chicago office of the Scripps- 
Howard Newspapers, has been ap- 
pointed manager of the Los Angeles 
office. 

Fred J. Masterton, formerly with 
the MacFadden Publications, has 
joined the Scripps-Howard national 
advertising staff at Chicago. 


Consolidate Poster Offices 

The Chatham office of the Poster 
Advertising Association of Canada 
has been consolidated with the To- 
ronto office in the Bank of Hamilton 
building. T. Lyle Blogg is secretary- 


New York. 


Canada Dry Will 
Make It a Big 
Advertising Year 


New York, Feb. 14—Canada Dry 
Ginger Ale, Inc., manufacturers of 
Canada Dry, has announced its 1930 
advertising program. The company 
is planning a more intensive and_ag- 
gressive campaign than has ever be 
fore been undertaken. 

The campaign will include 56} 
newspapers, in 487 cities, with a 
total circulation of 25,776,251 copies 
and a total lineage of 3,808,830. In 
addition, a powerful magazine pro 
gram covering 17 publications, hay. 
ing a total circulation of 12,687,785, 
will tell the story of Canada Dry by 
means of 74,992,771 individual adver. 
tisements. The magazine program 
will include full pages and color 
spreads in The Saturday Evenin 
Post, and full pages in Collier's ani 
Woman's Home 
space in other big national maga 
zines. 

Canada Dry was first advertised to 
the American public April 29, 1923 
During that year about 1,000,000 
bottles were sold. Production ha 
grown to 90,000,000 bottles annually. 
The company has available a new 
1930 series of dealer helps. The 
series includes a beautiful new wil 
dow display, attractive counter cards, 
hanging signs and booklets. This 
material is available to all dealers 


Publisher Discusses 


Cellophane 

Paul I. Aldrich, publisher of Fooi 
Distribution, Chicago, was one of the 
speakers at the Western sales meet 
ng of the du Pont Company, mant 
facturer of Cellophane, last week 
Mr. Aldrich discussed Cellophane’ 
application in the distribution 
foods. 


Laird Has Agency 
The R. H. Laird Company, Ne¥ 
York and London, operators of th 
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Companion, and” 


Rose Laird salons and producers 0 
Rose Laird products, has appointed 
Campbell, Lowitz & Whiteley, Ine, 
New York, to direct its account. 


Shaw in New Role 
Raymond Shaw has left the Roel 
Advertising Company, Chicago, to? 
come president of the Chek Chall 
Corporation of that city, manufactll! 
er of an oiling system for automob 
service stations. 


Editor Writes Novel | 
“The King of Spain’s Daughtel, 
the fourth novel of McCready Husto 
editor of the South Bend New 
Times, has been published by 
Bobbs-Merrill Company. 


With Radio Tube Sales 


H. C. Brown has been appointed # 
sistant sales manager of E. T. # 
ningham, Inc., New York, 
tubes. 


New Advertising Class 

A class in practical advertisilé 
which will meet one evening a W 
has been organized at Hunter 4 
lege, New York. David S. M 


treasurer. 


is instructor. 
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ADVERTISING AGE 


Retail Copy Neither 
Read Nor Believed, 
Says Editor Taft 


Springfield, Mass., Feb. 12.—Retail 
advertising is not being read with 
care and the former degree of confi- 
dence is not being placed in it, Wil- 
liam Nelson Taft, editor of the Re- 
tail Ledger, said, in explaining “the 
extreme low ebb of responsiveness to 
retail advertising throughout the 
country.” 

Mr. Taft's address marked yester- 
day's opening of the Retail Advertis- 
ing and Merchandising Institute at 
the Highland Hotel under the aus- 
pices of the Advertising Club of 
Springfield. 

One reason given by Mr. Taft for 
public neglect of retail advertise- 
ments was the “speed of the age in 
which we are living and the tremen- 
dous increase’ in the size of news- 
papers, coupled with a lamentable 
failure on the part of the authors of 
retail copy to take into consideration 
the rapidly shifting desires of the 
public.” 

“Another and most potent cause for 
this lack of attention,” Mr. Taft con- 
tinued, “is the stereotyped, rubber- 
stamped nature of the majority of 
store announcements. So far as any 
difference in appeal or copy interest 
is concerned, it might all have come 
from the same office—almost from 
the same copy writer. In 90 per cent 
of retail advertising there is a not- 
able lack of attention to text, layout 
and illustration, together with an 
almost total absence of the human in- 
terest element essential to ‘successful 
competition with the news columns, 
comic strips, serial stories and other 
features for which the paper is pri- 
marily bought. 

Confidence Undermined 

“The principal reasons why retail 
advertisements are not being believed 
is because stores as a Whole have un- 
dermined the confidence of the public 
through their insistence on featuring 
cut prices and ‘sales’ of various 
kinds. Many advertising managers 
argue that the public’s interest can 
be aroused and held only through the 
constant use of superlative adjectives 
and comparative prices, but all in- 
vestigations made on this subject 
show that the majority of readers 
feel retail copy is exaggerated, that 
comparative prices are worthless as 
standards of comparison and that no 
reliance whatever is to be placed in 
the superlative claims made by the 
great majority of stores.” 

The remedy for this lack of inter- 
est and belief, he suggested, is to 
brighten up the illustrations, use new 
techniques in connection with cuts 
and typography, use news—either in- 
side the store or out—as a medium 
for arresting attention, and above all, 
to present more interesting details 
about the goods themselves. 

“In order to restore confidence,” 
he said, “it is necessary that retail 
advertisements should under-state 
rather than exaggerate. The best 
foundation for this is a carefully 
planned campaign of institutional ad- 
Vvertising designed to sell the store as 
a whole rather than specific goods.” 

Mr. Taft also addressed the eve- 
ning meeting of the institute. 

The Big Eight Per Cent 

“The most significant trend at the 
Present time is the tendency of pro- 
Sressive stores—the 8 per cent of 
Stores that do 74 per cent of all the 
retail business of the country—to- 
Ward a more scientific analysis of 
their problems,” he declared. 

Mr. Taft described the develop- 
Ment of retailing and continued: 
“The future of the chain system is, 
like the other major phases of retail- 
ing, impossible to predict with any 

egree of accuracy. But two things 
appear to be certain: That the chains, 
both voluntary and involuntary, will 
‘tinue to grow; and that chain 
Stores will not eliminate the progres- 
‘ive independent merchant but that 
they will, by reason of their competi- 
tion and the limitation of service 
Which is inherent in standardization, 
literally force the independent store 


into a position of much greater im- 
portance in the scheme of distribu- 
tion. 

“With respect to store locations, 
there has been a marked trend dur- 
ing the last few years toward the out- 
lying districts of the major shopping 
centers. Traffic congestion, the diffi- 


William Nelson Taft 


culty of parking and the growth of 
suburban residence centers have all 
tended to lessen the importance of 
metropolitan shopping districts. For 
this reason many of the larger stores 
are establishing ‘branch stores’ miles 
from the parent organization, with 
limited stocks especially selected to 
appeal to the needs of the community 
in which they are located. 

“Whether this ‘branching’ trend 
will eventually lead to the formation 
of additional ‘chains’ is a question 
that only the future-can answer. But, 
at the moment, it is having a marked 
effect upon real estate values, both 
residential and commercial, and Is 
rapidly establishing a series of auxil- 
iary shopping centers which must be 
taken into consideration by produt- 
ers as well as by distributors.” 

“Nothing is static in the progres- 
sive store of today. Everything, from 
the personnel of the basic organiza- 
tion to the details of display, is sub- 
ject to change without notice.” 


Abbott “Three-Times” 


Los Angeles Association 


los Angeles, Feb. 14—Charles F. 
Abbott, executive director of the 
American Institute of Steel Con- 


struction, Pittsburgh, has joined the 
exclusive circle of those who have 
addressed the Advertising Club of 
Los Angeles three times. 

Mr. Abbott scored so heavily on 
January 22 that he was invited to re- 
peat, which he did February 11, his 
subject being “Aristocrats of Busi- 
ness.”” His address was broadcast 
over Station KHJ. 


Women’s Clubs Plan 
for Washington Meet 


Women’s advertising clubs of Chi- 
cago and Milwaukee will make joint 
railroad reservations to the meeting 
of the Advertising Federation of 
America in Washington May 18-21. 
Mrs. W. G. Brown, of the Baltimore 
& Ohio Railroad, has been appointed 
chairman of the On-to-Washington 
Committee of the Chicago organiza- 
tion. 


Four Broadcast Daily 


New York, Feb. 14.—Four adver- 
tisers are now broadcasting daily, ex- 
cept Sunday, over the National Broad- 
easting Company's network. They 
are the Metropolitan Life Insurance 
Company, Pepsodent Company, Qua- 
ker Oats and Cream of Wheat. 

The Radio Household Institute 
broadcasts five times weekly, the Na- 
tional Home Hour, four times, and 


the Forecast School of Cookery and 
General Mills, Ine., three times each. 


NEWSPAPERS TO 
PROTECT USERS 
OF CLASSIFIED 


Advertisers of “New Gars” Must 
Prove Case 


Milwaukee, Feb. 13.—Classified ad- 
vertising, an index to the standing 
of a newspaper in its community, will 
be accorded the same _ censorship 
which is maintained over display ad- 
vertising pages, the Telephone Super- 
visors’ Conference of the Association 
of Newspaper Classified Advertising 
Managers decided at its meeting here 
last week. 


The directors endorsed the stand of 
the New York Classified Managers, 
who decided to censor advertising 
offering new automobiles at a dis- 
count. Such advertisers must in the 
tuture be ready to prove that they 
obtained the cars in a legitimate 
manner, are in actual possession of 
them and have them available for in- 
spection by any interested person. 


Regulations Adopted. 

The advertiser must state the 
makes of cars offered, numbers, years 
of manufacture, prices and discounts. 
Such advertising will not be ac- 
cepted from a person operating only 
from an office, desk room, or private 
residence. 

The attention of the American 
Newspaper Publishers Association is 
to be called to this action of the clas- 
sified association's directors, as a re- 
sult of a resolution adopted by the 
latter. 

Another resolution directed that a 
study be made of the various meth- 
ods of computing classified lineage 
in view of the wide variance of fig- 
ures offered by various statistical or- 
ganizations, and that a standard ba- 
sis be adopted to determine what is 
and what is not classified advertis- 
ing. 

It was decided to form annual di- 
visional sections to meet in the East, 
Central West, far West and the South 
instead of holding a single annual 
conference. 

Classified As Index. 


“The fact that most newspapers 
are showing a steady increase in the 
number of help-wanted advertise- 
ments,” J. A. Finneran of the New 
York Times, and president of the 
association, said, “is a sure indica- 
tion of the return of business to nor- 
mal. 

“A study of the classified adver- 
tising sections shows the trend of 
business and industry. The decadence 
of the saloon was marked by the 
dwindling number of advertisements 
for bartenders. The number of horse- 
for-sale advertisements showed the 
development of the transportation 
field. 

“The number of household-goods- 
for-sale advertisements indicates the 
need of people for money and the to- 
rent column indicates the need of 
building activity. Just as soon as a 
real business in radios developed, the 
help-wanted advertisements said so. 
Air-mindedness of the people can be 
figured from the advertisements for 
field mechanics, attendants and 
licensed operators.” 

That the telephone is playing a 
larger part in classified advertising, 
Mr. Finneran said, was revealed by 
the fact that last year 70 per cent 
were obtained by telephone solicita- 
tion. 

Give Them Ideas. 


It is necessary that merchandising 
ideas be infused into newspaper ad- 
vertising, L. M. Barton, president of 
the Newspaper Advertising ‘ Execu- 
tives’ Association and advertising 
manager of the Chicago Daily News, 
told the members. The classified de- 
partments must furnish merchants 
with business-building ideas instead 
of following the time-worn methods 
of selling with arguments of circula- 
tion, he said. 

“Advertising sharpshooters” was 
the term applied to the telephone so- 


licitors by Charles C. Younggreen, 


Pittsburgh, Feb. 14—Insurance 
salesmen develop a mental armor 
which helps them ignore waves of 
pessimism and_ sales_ resistance. 
They don’t know that business is 
bad and that it can’t be done. 

This is why, according to one ex- 
pert, the Edward A. Woods Com- 
pany, representing the Equitable 
Life Insurance Company, went out 
and cracked all records for the sales 
of life insurance for the month of 
February, with $20,067,592 put on the 
books. 

Saleswomen were a step ahead of 
the male experts most of the way. 
Several feminine members of the 


Saleswomen Help to 
Set New High Record 


for Insurance Sales 


sales organization sold more than 50 
policies each during the month. 

“There were 13 days,” said Wheeler 
F. Spackman, advertising director, 
“when we made daily sales of over 
$500,000 of life insurance. High tide 
was January 30, when 232 persons 
signed policies aggregating $1,178,- 
000.” 

The Woods Agency has always 
been a consistent producer. In Janu- 
ary, 1925, it sold 1,079 policies; 
1926, 1,101; 1927, 1,074; 1928, 1,137; 
1929, 1,138. In January, 1930, an in- 
crease of nearly 3,000 policies was 
made, with a gain of $12,000,000 over 
the previous high year. 


president of the Advertising Federa- 
tion of America. 

“The sharpshooter selects as his 
objective a small and individual mark 
with deadly accuracy. Classified ad- 
vertising departments can easily be 
likened to this division of a fighting 
force. You are educators and teach- 
ers of advertising. With your small 
space and small costs and with sim- 
ple, direct methods you offer to the 
prospective advertiser a method that 
he can understand. You teach order 
and system, time and labor-saving; 
the utility of system and classifica- 
tion, of brevity and direct and clear 
speech.” 


Study Dailies’ Heads, 
Bond Tells E. A. A. 


Study the editorial headlines of 
the daily papers to learn how to win 
attention, F. W. Bond, of the Chicago 
advertising agency of that name, told 
the Engineering Advertisers’ Associ- 
ation, Chicago, at its monthly meet- 
ing February 10. 

George O. Hays, business manager 
of Iron Trade Review, Cleveland, 
said that too much business paper 
space is sold by itself, instead of as 
an integral part of a merchandising 
campaign. 

James R. Fitzpatrick, of the Has- 
kellite Manufacturing Company, told 
how his company developed new mar- 
kets when the end of the war wiped 
out old sources of business. 


A. N. P. A. Directors Meet 


Richmond, Feb. 14.—The board of 
directors of the American Newspaper 
Publishers Association met here last 
week. In attendance were E. H. But- 


ler, Buffalo News, president; S. E. 
Thomason, Chicago Times; George 
M. Rogers, Cleveland Plain Dealer; 


J. D. Barnum, Syracuse Post-Stand- 


ard; Charles A. Webb, Asheville 
Citizen: John Stewart Bryan, Rich- 
mond News-Leader, and Secretary 


L. B. Palmer. 

W. Brydon Tennant, vice-president 
of the News-Leader, tendered the 
visitors a luncheon at the Common- 
wealth Club. 


Coast B. B. B. to Leave 


Advertising Club Wing 


Los Angeles, Feb. 13—The Better 
Business Bureau of the Advertising 
Club of Los Angeles will become an 
independent organization as the re- 
sult of a resolution adopted by the 
parent organization. 

Carl Bundy, president of the Ad- 
vertising Club, explained that the 
Better Business Bureau has proven 
its value to all lines of business and 
has outgrown its original role of 
club auxiliary. 


Denver Club Loses 


President 


Clifford C. Warner, president of 
the Advertising Club of Denver, has 
resigned as the result of a transfer 
to another city. Merritt Riblett, ad- 
vertising manager of the Rocky 
Mountain News, will serve until the 
annual meeting in July. 


Start “Southern Stationer’”’ 


The Southern Stationer and Office 
Outfitter has made its debut at At- 
lanta. The paper is published by the 
Abernathy-Turrentine Company. 


Charles Fram is in charge. 


K.C. Company 
Is First to Finish 
Outdoor Program 


Kansas City, Feb. 14—The Kansas 
City Poster Company is the first in a 
major market to complete the five- 
year program launched April i, 1926, 
for the complete redevelopment of 
outdoor structures and placement of 
panels. This plan was sponsored by 
the entire industry. 

The Kansas City Poster Company 
was established in 1870, and for 60 
years it has been one of the out- 
standing outdoor advertising institu- 
tions of the Middle West. 

In the rebuilding of the plant, in 
accordance with the provisions of the 
new program, great care was exer- 
cised to secure adequate coverage in 
the densely populated sections of the 
two Kansas cities, particularly on the 
Missouri side. The company’s panels 
dominate the busy down-town sec- 
tion of Kansas City, Mo. 

Advertisers have responded to the 
efforts of the outdoor industry as a 
whole and the Kansas City Poster 
Company in particular. A number 
of national advertisers have placed 
contracts for coverage of Kansas 
City. 

The entire outdoor program 
involved an expenditure of about 
$50,000,000. Its object was to change 
cesign, size and location of outdoor 
advertising panels and displays in ac- 
cordance with standards fixed by re- 
search. 

The industry as a whole has com- 
pleted only about 50 per cent of its 
self-imposed task, and the local com- 
pany is receiving congratulations 
from friendly rivals in all parts of 
the country on being the first to 
break the tape. 


has 


Eaton Contiele Goodyear 


Cleveland, Feb. 14.—Control of the 
Goodyear Tire & Rubber Co. is re- 
ported to have been gained by Cyrus 
S. Eaton-Otis & Co., which have just 
completed a merger of Middle-West- 
ern steel interests, creating a com- 
pany second only to the United States 
Steel Corporation. 

It is believed that the new inter- 
ests in Goodyear will amalgamate 
with it several of the smaller rubber 
companies. 


Two Accounts for Carlysle 


Baum & Katz, New York, manufac- 
turers of Ba-Ka coats, have placed 
their advertising account with the 
Carlysle Company, New York agency. 
Magazines, business papers and direct 
mail will be used. 

The Carlysle Company also is plac- 
ing the advertising of the Majestic 
Silk Mills, Inc., New York, maker of 
silk lingerie. This campaign will in- 
clude trade papers and direct mail. 


Fox Selects Newspapers 


Portland, Ore., Feb. 13.—The com- 
bined newspaper advertising appro- 
priation of the Fox West Coast the- 
aters for 1930 will be $3,500,000, 
Floyd Maxwell, local representative, 
told the Portland Advertising Club. 

“Talking pictures are appealing 
not only to bigger, but new audi- 


ences,” said Mr. Maxwell. 
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The Disgust Appeal in Advertising 


The National Better Business 
Bureau has called attention to the al- 
leged unfair competition of a cigar 
manufacturer who has been adver- 
tising what he claims to be the un- 
sanitary methods used by others in 
his field. Without attempting to de- 
bate the facts—although other cigar 
houses have assured the public, in 
their own advertising, that the state- 
ments made by the first house are in- 
correct—we wonder just what form 
of reasoning was used to justify the 
conclusion that the way to get the 
public to buy your product is to dis- 
gust it with all the products in your 
field. 

To tell the cigar-smoker that he is 
using products made with spit, the 
plain Anglo-Saxon term employed by 
this advertiser, does not seem to us 
to be likely to improve the demand 
for cigars. Even though the manu- 
facturer who uses this appeal may 
feel that he will benefit from the re- 
action against unsanitary methods, it 
seems clear to anyone with even a 
rudimentary knowledge of psychology 
that the whole field is bound *9 suffer. 

Tobacco Leaf recently quoted the 
figures on the production of cigars 
for 1929, and noted with relief a 
slight increase—a little over 1 per 
cent—in the output for the year com- 
pared with 1928, when the industry 
showed just about the same percent- 


age of loss compared with the pre- 


ceding year. 

“There’s life in the old mare yet,” 
commented Tobacco Leaf, in a not- 
too-optimistic editorial concerning the 
cigar business and the efforts of the 
trade to stem the tide which has car- 
ried cigarette consumption to such 
enormous figures. It seemed to be 
clear to this trade authority that ci- 
gar manufacturers have a real-battle 
on their hands to maintain their 
relative position with reference to 
other tobacco products. 

If this is the case, the proponent of 
the disgust-appeal in cigar advertis- 
ing ought to be reasoned with. There 
is just a slight possibility that its 
methods will increase the demand for 
its brand, though we doubt it, but it 
is a cinch that they will reduce the 
demand for cigars as a whole. And 
that is a situation which the cigar 
industry is not in a position to accept 
with equanimity. 

The cigar and smoking-tobacco di- 
visions of the industry are suffering 
from the popularity of the cigarette. 
What they need is not to tear down 
their own good-will in the mind of 
the public, but to increase it; not 


to disgust it with cigar or pipe-smok- 
ing, but to point out their pleasures. 
With Rudyard Kipling as chief copy- 
writer—‘A woman is only a woman, 
but a good cigar is a smoke’’—why be 
content to use spit as a subject for 
popular appeal? 


The Success of Coca-Cola 


The recent annual report of the 
Coca-Cola Company, showing the 
largest sales and earnings in its his- 
tory, is impressive. Coca-Cola is one 
of the most spectacular examples of 
what advertising can do for a good 
product, backed by sound manage- 
ment and intelligent merchandising. 

Its success has attracted into the 
soft-drink field scores of rivals and 
imitators, but the results have served 
only to prove that Coca-Cola is no ac- 
cident, and that it has had something 
solid and substantial in its business 
formula. 

The company has had an unusually 
difficult situation to deal with. In 
spite of the ease with which substi- 
tutes may be used by the soda-foun- 
tain proprietor, Coca-Cola has made 
“*him want to give it the preference. In 
spite of the fact that it has sold a 
five-cent drink for five cents over a 
score of years during which the aver- 
age soda-fountain drink has gone up 
to fifteen or twenty cents, those in 
charge of these oases in the Ameri- 
ean desert have continued to feature 


‘Coca-Cola. 


over the country. 
own bottling plants 


tle instead of at a fountain. 


all competition, and to hold and in 


company. 


activities. 


tisers? 


Though it takes unusual 
care to serve the drink properly, 
Coca-Cola managed to get uniform 
methods of dispensing into effect in 
the thousands of soda-fountains all 
And through its 
it has com- 
manded that part of the field repre- 
sented by consumption from the bot- 


That Coca-Cola has had the mer- 
chandising brains to meet all of these 
conditions as they have arisen, to best 


crease its supremacy in the market, is 
a tribute to the management of the 
It is too much to say that 
it is merely an advertising success, 
although sound, consistent and dom- 
inating advertising has played a big 
part in the business policy which has 
been at the base of the Coca-Cola 


Incidentally, Coca-Cola, we believe, 
has had but one advertising agency 
throughout its business history. Is 
there a lesson in this for other adver- 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through AvEeRTISING AGE. 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
none of the existing publications has 
complete coverage of the buying 
power of the field and that it is nec- 
essary to use two or more papers to 
do a good job. Published by Hos- 
pital Management, Chicago. 


25. Outdoor Advertising—The Mod- 
ern Marketing Force. 

Here is an elaborate manual ex- 
plaining in exhaustive detail the func- 
tions, factors and methods of out- 
door advertising, published by the 
Outdoor Advertising Association of 
America, Ine. Photographs, color 
plates, and line drawings help de- 
scribe clearly the design and place- 
ment of posters. 

26. Straight Thinking on Financial 

Advertising in New York. 

This is the statistical story o1 the 
New York Herald-Tribune, told suc- 
cinctly and simply. Conservative in 
its statements, the booklet concludes 
by asserting that the New York finan- 
cial space problem is a “two-paper 
buy.” 

27. What's Newest (Glassine Papers). 
A catalogue detailing the uses and 
itself forming an example of glassine 
papers. Samples of ‘“Paperglas” are 
used for fly leaves. Issued by the 
Westfield River Paper Co., Russell, 
Mass. 


28. In Behalf of Advertising. 

Under this title, bound in a hand- 
some and pretentious book, is a 
selected collection of the advertise- 
ments of N. W. Ayer & Son which 
appeared from 1919 to 1928. The 
series was published primarily to 
increase the public understanding of 
advertising and enhance its value as 
a business tool. 


29. Three Studies of the Two Dimen- 
sions of Dealer Influence. 

The two phases of dealer influence 

are outlined briefly in these studies 

of that subject by The Christian Sci- 

ence Monitor, Boston. 


30. What About Radio? 

This question is answered in a 
booklet of shrewd observation by its 
author, Walter E. Smith, president 
of Roger & Smith, advertising agency 
of Chicago. 

31. Condensed Specimen Book. 

The newest imported type faces are 
displayed here in a conveniently set- 
up folder. Issued by the Continental 
Typefounders Association, Inc., New 
York. 

338. Farm Conditions. 

This bulletin, issued quarterly by 
the Agricultural Publishers Associa- 
tion, discusses agricultural condi- 
tions and markets from the national 
viewpoint. Published by the Agricul- 
tural Publishers Association, Chicago. 


34. The Agricultural Situation. 
In this pamphlet the Daily Drovers 


Stockman, Omaha, the Daily Drovers 
Telegram, Kansas City, Mo., and the 


western farm conditions. 


Chicago. 


- Advertising. 


is shown 
trading areas. 


trading centers, 


Journal, Chicago, the Daily Journal- 


Daily Live Stock Reporter, St. Louis, 
Mo., give a weekly survey of middle 
Issued 
through the group’s central organi- 
zation, The Corn Belt Farm Dailies, 


35. The Local Strength of Magazine 


Through this analysis the circu- 
lation of fifteen leading magazines 
in detail by cities and 
Specific suggestions 
for inclusion of magazines in mer- 
chandising portfolios are included. 
The local strength of magazine ad- 
vertising, a typical state marketing 
map, and a tabulation page showing 
the combined circulation by principal 
urban places, and 
trading areas are presented. Pub- 
lished by the International Magazine 
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“Never darken my door again!”” 


(Copyright, 1930, 


The Business Week) 


Are Advertising 


Managers People? 
To the Editor: I was interested in 
your recent editorial entitled, “Are 
Advertising Managers People?” One 
definition of “people” is “The com- 
monalty, as distinguished from the 
titled, the rich, or the learned.” 
I should hesitate to apply the strict 
interpretation of this definition to 
advertising managers as a whole, as 
it has been my privilege and pleas- 
ure to meet and know intimately a 
great many of them. I have found 
that they represent a fair cross-sec- 
tion of humanity, just as does any 
other group, whether they be law- 
vers, treasurers, or trained artisans. 
Unfortunately, many concerns have 
so departmentized their business that 
they have cubby-holed the advertis- 
ing manager and prevented proper 
contact with other departments. This, 
of course, is an unhealthy condition, 
as it prevents the interchange of 
ideas, and not only is detrimental to 
the advertising manager, but to the 
company. I believe there is manifest 
a gradual tendency to break away 
from this old idea, and to permit 
more freedom in _ co-operation be- 
tween departments. 

There are still a great many busi- 
ness men who fail to understand 
even the fundamentals of advertising 
and for this reason they have failed 
to give it proper consideration in 
the modern scheme of business. 

With an increasing knowledge of 
advertising, and a better conception 
of the important part it plays in the 
sales problems of today, there is no 
reason why advertising managers as 
a class should not be in line for 
greater responsibilities in the years 
to come. In advertising, as in any 
other branch of business, there are a 
great many ramifications to be mas- 
tered. A whole lifetime could be 
spent on such intricate subjects as 
typography, engraving, color  har- 
mony, and the general mechanics of 
advertising, without learning every- 
thing about those subjects. 


Co., New York. 


Voice of the Advertiser 


are of minor importance, and can be 
delegated to others, leaving the ad- 
vertising manager free to give more 
time and thought to the important 


alyses of sales promotion and distri- 
bution. 

Lee H. Bristol, of the Bristol 
Myers Company, struck an interest- 
ing note at the annua! meeting of the 
Association of National Advertisers 
when he introduced the idea of the 
distribution director. This is a 
mighty important function and one 
which the advertising managers of 
many concerns could well undertake. 

I frankly believe that advertising 
managers as a whole have their fair 
share of opportunities, and by apply- 
ing themselves whole-heartedly to the 
job to be done, can reap as much 


of business man. 

If any misguided advertising mat 
ager is bemoaning the fact that he 
is not the president or chairman of 
the board of his company, let him 
ask himself if he is ready to assume 
the corresponding responsibilities. 
The men holding these positions are 
usually there because they have 4 
thorough knowledge of all phases of 
the business. 

What would this advertising mat 
ager do in the event of a strike? 
What would he do if a world catas 
trophe cut off his raw material sup 
ply? What would he do if a style 
trend or a new invention completely 
revolutionized his business? 

Would he be able to undertake the 
building of a new plant, involving 
the investment of millions of de: 
lars, a choice of location, the ques 
tion of labor supply, water, railroad 
facilities, and the thousand and one 
other details that require prompt and 
intelligent decisions? 

Yes, there are plenty of opportt 
nities, not only for the advertisiné 
manager, but for anyone else who 
desires to apply himself to the job 
be done. 

ALLAN Brown. 
Adv. Mgr., Bakelite Cor?» 


However, some of them, at least, 


New York. 


subjects of product and market an- 7 
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ADVERTISING AGE 


Important Changes 
in Advertising Are 
Predicted by Bryson 


A minority of national advertisers 
are allowing their zeal for selling to 
lead them into exaggeration. But 
almost all general advertisers are 
giving the public considerable less 
credit for the possession of common 
sense than the public deserves. 

This is the view of A. E. Bryson, 
vice-president of Halsey, Stuart & Co., 
Chicago, and president of the Finan- 
cial Advertisers Association, as ex- 
pressed to the Detroit Advertising 
Club last week. 

Mr. Bryson hazarded these predic- 
tions as to the future of advertising: 
Future Developments 
“1. Elimination of much of the 
wasteful selling now prevalent in the 
publication field—wasteful of the ad- 
vertiser’s time and the publisher’s 

money. 

“2. A revision of newspaper rates 
along sounder and more acceptable 
lines, eliminating some of the arbi- 
trary and indefensible differentials 
between local and national advertis- 
ing and between individual classifica- 
tions. 

“9. Less pressure for circulation 
on the part of publications—at least 
among those making some pretense 
of quality—a reflection of the adver- 
tiser’s growing appreciation that 
forced circulation is less valuable 
than natural circulation, and that 
anybody willing to pay enough for it 
can get it. 

“4. More attention paid to copy: 
less buying of attention through 
sheer dominance and more depend- 
ence on ideas than on mere space. 
That implies no lessening in the im- 
portance of the embellishments of ad- 
vertising—illustration and typogra- 
phy—which will grow better and bet- 
ter in quality. though purchased with 
more regard to cost than has some- 
times been the case in the past. 

“5. Advertising executives, though 
versed in the technique of advertis- 
ing, will give less attention to the de- 
tails of advertising and more atten- 
tion to the general problems of. the 
business, regarding advertising as a 
means to an end rather than an end 
in itself. 

“6. Better coordination of adver- 
tising and selling effort—a recogni- 
tion that either is less effective with- 
out the support of the other. 

Agency System to Change 

“7, In agency relations less ten- 
dency to hop about and more inclina- 
tion to regard the agency as an ex- 
tension of the business itself—a semi- 
partnership relation, affording the 


- agency opportunity to know all of 


the problems and intricacies of the 
business as well as those on the in- 
side. Out of this development will 
come agencies compensated directly 
by the advertiser. 


“8. More co-operative advertising 
as the competition for the buyer’s 
dollars grows keener and keener—a 
Move in the direction of efficiency, as 
a group can often do the job better. 
and at less cost, than individual 
members. 


“9. Finally, more and more em- 
phasis on research as a means of de- 
termining profitable markets; less 
emphasis on volume, and more on 
profits. 

‘10. Less advertising to competi- 
tors and less to our bosses; more 
laboratory tests of copy; less striving 
for cleverness; more substance.” 

“Despite all that has been said 
about overstating,” said Mr. Bryson, 
“there is too much of it. It threat- 
ens the believability of advertising, 
without which the space becomes 
Worthless. ‘ 

Financial Copy Conservative 

“Whatever the faults of financial 
advertising it has seldom been guilty 
of overspending and overstating. We 
May under-spend, but we seldom over- 
spend, and we spend what we think 
We ought to, rather than being un- 


duly influenced by what our com- 
Petitors are doing. We set our own 


standards, in short, rather than try- 
ing to keep up with Lizzie. 
“Moreover, the financial advertiser 
has not fallen for the craze for su- 
perlatives andj over-statement. No 
advertising is prepared with more 


A. E. Bryson 


meticulous care as to accuracy. It 
may be dull at times, after the law- 
yers and several degrees of vice-presi- 
dents have taken a hand at it, but at 
least it is truthful. 


“I will admit that as between a 
fascinating prevaricator and a pain- 
fully accurate bore, the former may 
be the more entertaining, but as a 
guide to spending, and more particu- 
larly as to investing, most people 
choose the latter. 


“Financial advertising has at least 
one other quality which advertisers 
in other lines might emulate. It 
gives the public credit for having a 
little more judgment and common 
sense than some advertising in the 
commercial field. We omit much of 
the ballyhoo which many commercial 
advertisers seem to think an essen- 
tial element of success. We proceed 
with the idea of informing those 
whom we are attempting to reach, 
in order that they may buy in- 
telligently. The commercial adver- 
tiser too often, it seems to me, en- 
deavors to sell the reader—not in- 
frequently against his own better 
judgment. The service motive dom- 
inates in the one; the sales motive 
in the other. 


Analyzes His Market 

“Moreover, the banker, with the 
realism that makes him a banker in- 
stead of something else, defines his 
market rather narrowly. Much of 
the selling pressure of the present 
day emanates from the effort to cre- 
ate a profitable market where it does 
not now exist, and often where it 
cannot possibly exist. No ultimate 
good can come from selling a product 
to a person who must unduly mort- 
gage his future, or who must forego 
some of the essentials of life in order 
to buy it; yet that has happened all 
too frequently as the result of strong- 
arm selling, forced advertising, and 
over-liberality in credit in the com- 
mercial field. Too many buyers, in 
short, have been committed to the 
purchase of something which they 
do not need, often which they do not 
want, and which their earning power 
does not warrant.” 


Forms Mail-Order Agency 

M. A. Bettman, who has been with 
Guenther, Bradford & Co. and the 
Charles H. Touzalin Agency, has 
started the Bettman Advertising 
Agency, Chicago. The new company, 
which will specialize in direct sell- 
ing and mail-order advertising, is 
handling the accounts of the Amert- 
can School of Music Correspondence; 
Keeney & Sons, vending machines; 
Superior Clothing Company, tailors; 
Calumet Herb Company, medicinal 
herbs, and a number of classified 
newspaper accounts. 


Zenith to Feature 
“Super-Midget” 


The Zenith Radio Corpora- 
tion, Chicago, will spend a con- 
siderable advertising effort on 
the Super-Midget, a radio set 
designed for the kitchen apart- 
ment dweller. It can be moved 
from one room to another by a 
woman, only a small piece of 
wire for the antenna and 
ground being required. 


Gas Companies to 
Coach Dealers in 
Appliance Sales 


New York, Feb. 14.—Gas companies 
are making a more determined effort 
to get the co-operation of retail mer- 


HOW STUDEBAKER 
ADAPTS ADVICE 
OF HOG-CALLER 


Puts Appeal As Well As Power 
Into Direct Mail 


M. F. Rigby, advertising manager 
of the Studebaker Corporation of 
America, South Bend, Ind., told the 
Chicago Advertising Council Febru- 
ary 13, how Studebaker uses direct 


chants in the sale of gas-using ap-! | 


pliances for the home. Up to this 
time there has been considerable lack 
of team-work, in as much as retailers 
resented the fact that gas companies 
have been doing the lion’s share of 
the appliance business in their com- 
munities. 

In reporting the activities of the 
committee on trade and dealer co-op- 
eration of'the American Gas Associa- 
tion, House Furnishing Review 
headed the article, “Will gas com- 
panies ‘play ball’ with retail dis- 
tributors?” The publication indi- 
cated that it believes that an era of 
friendly co-operation similar to that 
existing between central stations and 
electrical appliance dealers may be 
about to begin. 

Here is the comment of the trade 
publication on this situation: 

“The long enduring battle between 
the dealer and the gas companies over 
utility merchandising of gas home 
appliances seems to be approaching a 
solution through economic pressure. 
Reports of committees on trade and 
dealer co-operation and domestic gas 
ranges at the 1929 convention of the 
American Gas Association reveal that 
the utilities, in certain regions, at 
least, have opened their eyes to the 
necessity of increasing appliance out- 
lets by helping rather than hindering 
competitive dealers. 

“The war is history. The gas com- 
pany wants the load and good-will 
which come from extensive con- 
sumer use of quality ranges, heaters, 
etc. The dealer wants net profits. 
The utilities began to get load by 
putting load-building quality ranges 
within the range of many pocket 
books with a campaign of rock-bot- 
tom price cutting which left the 
dealer without a margin if he tried 
to meet it. The dealer countered 
with inferior merchandise that got 
neither load nor good-will for the 
utility, but which met the latter’s 
competition with a cut for the dealer. 

“*The cooking load is jeopardized,’ 
declared the committee on domestic 
ranges at the convention, and went 
on to point out the danger or lack of 
profit inherent in every under-ca- 
pacity or old-fashioned gas range in 
the consumer’s home. 

“From the standpoint of the com- 
mittees, at least, the dealer has won 
his point. Dealer co-operation is a 
prominent phrase in all the reports.” 


A.B.P. Making Rate Study 


As the result of a discussion at the 
spring meeting of the Associated 
Business Papers, Inc., President C. 
A. Musselman has appointed a com- 
mittee to study rate practices of the 
organization. This committee has 
developed a questionnaire which is 
being sent to members. 

C. J. Stark, of the Penton Publish- 
ing Company, is chairman, other 
members being Fred D. Porter, Por- 
ter-Langtry Company; Mason Brit- 
ton, McGraw-Hill Publishing Com- 
pany; George Slate, Simons-Board- 
man Publishing Company; Fritz J. 
Frank, United Publishers Corpora- 
tion; Truman S. Morgan, F. W. 
Dodge Corporation, and Mr. Mussel- 
man. 


Campaign for New Cleaner 


An advertising campaign is being 
planied by the Aer-Motor Corpora- 
tion, Cleveland, for a new type of 
vacuum cleaner, constructed like an 
airplane propeller. George H. Scott 
is one of the founders of the new 
company. 


M. F. Rigby 


mail. The company spent $250,000 
last year in this direction, mailing 
out 7,200,000 pieces. 

The object of direct-mail advertis- 
ing, Mr. Rigby said, is not to get re- 
turn cards or other leads, which are 
difficult to obtain in the automobile 
field, but to pave the way for the 


salesman, who does not like to make 


“cold-turkey” calls. 


The dealer is not asked to share 
the cost of the advertising, although 
most automobile companies ask the 
dealer to “chip in” to the extent of 
5 or 6 cents a name. Lists are ob- 
tained from dealers, in order to make 
them feel that they are a part of the 
campaign, and to insure follow-up. 
The lists are returned to the dealers 
as soon as the mailings have gone 
out. 


An interesting feature of the Stude- 
baker practice is to advertise only 
one model ata time. Each campaign 
is built around one particular car, in 
order not to confuse the issue. 


Many mailings are sent to special 
groups, rather than to general lists. 
One mailing of 75,000 went to presi- 
dents of companies rated over $35,000. 
Another of 250,000 went to women. 
Another mailing was to college stu- 
dents. The specialization of the lists 
enables the material to be handled 
in the same way. Copy written for 
women dwells on beauty and comfort. 
The three-piece mailing to  presi- 
dents was imprinted with their 
names. 


“Get away from the routine, stereo- 
typed direct-mail effort,” Mr. Rigby 
suggested. “That is the chief reason 
for the success of our work in this 
field.” 


He illustrated by pointing out that 
in featuring the use of talking movies 
to advertise the Studebaker, strips 
of sound film were attached to cards 
sent to prospects. In another case 
a newspaper story in the New York 
World was reproduced exactly, even 
to the type matter on the opposite 
side, and the sales story was con- 
fined to a hand-written message 
placed across the page. Jumbo let- 
ters are still a novelty when sent to 
homes, although “old stuff” to busi- 
ness men. Mailings from France, 
with French postage and postmarks, 
are still effective in some cases. 

One of the chief features of the 
Studebaker campaign is the monthly 
houseorgan, “The Studebaker 
Wheel,” which goes to a list of 500,- 
00% $$The dealers’ names are im- 
printed on the front cover of this 
publication. 

Mr. Rigby summarized his phil- 
osophy of direct-mail advertising by 


saying that he believed the ideas 
of the champion hog-caller of the 
country, who won his title at Omaha 
last year, could be followed to ad- 
vantage. The new champion was 
asked how he attracted the hogs, and 
he replied, “Use appeal as well as 
power.” 


Atlanta Agencies Merge 


The Harvey Advertising Agency 
and The Massengale Advertising 
Agency, of Atlanta, have consolidated 
as the Harvey-Massengale Advertis- 
ing Agency. The new officers are R. 
Winston Harvey, president; W. R. 
Massengale, vice-president, and 
Frances E. Milan, secretary-treasurer. 


Plan Outdoor Show 


The second biennial national out- 
door life exhibition will be held at 
Columbus March 29-April 5. J. C. 
Lewis is advertising manager of 
Hunter-Trader-Trapper, which is 
staging the show. 


WANTED 
AGENCY 
ABILITY 


If you are the owner of a small 
agency, or one who has been a free 
lance, if you are an advertising 
manager, then your prompt action 
may result in an attractive con- 
nection. 


We would like to consider the 
proposal of a man who is in a po- 
sition to join forces with our agency. 
We are a smal! but ably financed | 
agency, located in Chicago, and are 
capable of progressing without ad- 
ditions. It is felt, however, that 
the association of our facilities with 
the ability of another man will be 
of mutual benefit. 


We would be chiefly interested 
in a man who has had experience 
handling advertising on accounts 
entailing merchandising problems; 
one who is capable of securing 
business as well as knowing how 
to write copy. 


Please send complete details to 
Box 200, Advertising Age. 


_ Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506,- 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 


vrajyfic 
ov 


H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, IIl. 


New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 


sealinpenetiineniitem immer ee 


A REAL HELP 


for You 


Ir You BUY, sell, or have a part in the pro- 
duction of engraving or printing, you need 


“Commercial Engraving and Printing” 
By Charles W. Hackleman 


This is a remarkable book now in daily use 
by thousands of printers, advertising men, pub- 
lishers, photographers, artists, engravers, sales- 
men, teachers, students and others. 


840 pages—1500 illustrations 
35 related subjects 

It will answer questions about photographs, 
drawings, processes of engraving, electrotyping, 
methods of printing, paper, type, color, ink, 
layout, size, form, design, retouching, grouping, 
copper plates, steel dies, embossing, stamping, 
cutting dies, photo-gelatin, photogravure, ro- 
tary photogravure, posters, folding, binding, 
and a thousand and one questions and problems 
about what can be done, what cannot be done, 
and how it can be done best, quickest and least 
expensively. 

Tt will help you to get ahead by making 

your se more valuable to others. 

Write for FREE illustrated prospectus show- 
ing sample pages, full outline of contents, ap- 
Proval offer and other information, which will 
be mailed without obligating you in any way. 


Advertising Age 


537 S. Dearborn St. Chicago 
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Promoted by Westcott 


J. R. Proffitt, who has been man- 
ager of sales promotion of the Mode- 
Modeled division of Westcott Hosiery 
Mills, Daiton, Ga., has been appoint- 
ed director of advertising of the Fab- 
rimode Costume Hosiery Division of 
Westcott Hosiery Mills. He will di- 
rect the advertising and sales promo- 
tion of all style groups of Fabrimode 
costume hosiery, both in this country 
and abroad. 


Editors in Politics 


E. H. Childress, editor of the 
Wayne County Press, Fairfield, IIL, 
and Miss Mary Davidson, editor of 
the Carthage Republican, Carthage, 
Ill., are candidates for election to the 
House of Representatives. 

Rollo Robbins, James H. Foster, 
F. W. Lewis and Carroll Bush, all 
newspaper men and members of the 
General Assembly, are candidates for 
re-election. 


qo THOR 


50,000 
SUBSCRIBERS 


le Sources 
ee eer petty 


50000 
READERS 


sel 


New York 
8East 13% Street. 


The New Era in FOOD 
DISTRIBUTION 


Covering all the major 
factors in the wholesale dis- 
tribution of food. A modern 
business journal in tune with 
the progressive and chang- 
ing tempo of business. A 
perfect medium for the ad- 
vertising of everything sold 
through the large food dis- 
tribution channels—and for 
the advertising of machines 
and methods to expedite the 
food distribution process. 


FOOD TRADES PUBLISHING CO., Inc 
37 West Van Buren Street, Chicago 
55 West 42nd Street, New York City 
681 Market Street, San Francisco 


We Reach the Market! 


If you have a sales story to 
tell the furniture industry, 


The 
FURNITURE 
JOURNAL 


Is your logical medium 


The reader confidence in this popu- 
lar trade monthly assures your 
message an interested audience. 


Member 


Audit Bureau of Circulations 
Associated Business Papers 


Publication and Advertising Offices 
666 Lake Shore Drive 
Chicago 


(In the Tower of the American 
Furniture Mart) 


Rabio CORPORATION 


J.G.HARBORD, 


Davip SARNOFF, 


HOW RADIO CORPORATION IS ORGANIZED 


OF TIONAL UNION RADIO td 
AMERICA (Through a $2,000,000 Loan) 


a, E.T. CUNNINGHAM, INC. | 
Chairman of the Board (Vacuum Tubes) 


R.C.A.ComMUNICATIONS, al 


(Trans-oceanic) 


~~ h 
(Ship-to-Shore) 


R.C.A. PHOTOPHONE,, INC. 
WA (Sound Pictures) 


AbDIO- KEITH -ORPHEUM 
(Theatres, Vaudeville) 


NATIONAL BroancasrTinc Co. 
(Broadcasting) 
Owned:50%R.C.A., G.E., 
20% Westi 


| 
Rapio Music ComPANy 
(Holders of Music Copyrights) 


R.C.A. InstituTes,INc. 
(Instruction in Radio) 


President 


[ Raviorron Corporation | 
=a (Vacuum Tubes) 


Ravio-Victor ComPANY 
Owned: 50%R.C.A., 
30% General Electric Co., 

20% by Westinghouse 
{(Has four major distribution outtets) 


Generat Motors Rapio Corp. 
Owned: 51% by R.C.A., 
49% by General Motors 


Licensees 
Set Manufacturers 
4 32 licensed to make 
7", receiving equipment 


Licensees 
Tube Manufacturers 
12 licensed to make 
tubes for specified purposes} 


—Radio Retailing 


Service Man Seen 


As Key to Radio 
Sales in 1930 


Cleveland, Feb. 14—“A billion 
dollar year" is the slogan of the 
radio industry, which held its sev- 
eral conventions here this week. This 
end is to be attained by the use of 
every modern merchandising method, 
with the stress laid on the humble 
repair man, who has recently been 
“discovered” by the radio giants. 

The radio industry proposes to 
examine and classify individual serv- 
ice men so that the owner of a set 
will know, when an S§S. O. S. is issued, 
that the man who responds is capa- 
ble. Such a system it was said, has 
been tested in Milwaukee with good 
results, proficiency certificates being 
issued to expert service men. 

Sales of $850,000,000 for 1929 were 
reported by the conventions, which 
wrestled with all of the problems of 
the infant industry. Time payments 
were put under the microscope. 

The experts condemned too much 
sales talk, which assails the tired 
business man when he is trying to 
have a little music with his dinner, 
only to hear announcers exploiting 
products, adding a string of qualify- 
ing adjectives. 

It was reported that some national 
advertisers, including one or two who 
pioneered: in the air, are withdraw- 
ing from this type of advertising. 
The Goodrich Rubber Company, ac- 
cording to a member of its staff, 
found that the money spent in this 
way for Goodrich zippers and the Sil- 
vertown orchestra could be used more 
profitably in other directions and has 
withdrawn from the air. 

The Willard Storage Battery Com- 
pany, of Cleveland, which formerly 
owned and operated a station, also 
has gone off the air. 

Ben Erskine, president of Sylvania 
Products Company, Emporium, Pa., 
was named chairman of the Radio 
Manufacturers Association, whose an- 
nual meeting will be held in Atlantic 
City the week of June 2. 

An interesting development was 
the formation of the Radio Press As- 
sociation as an ally to the Federa- 
tion, and eventually to become its 
mouthpiece. One of the aims will 
be to promote truth in the advertis- 
ing of radios. 

The 1931 convention will be held in 


Indianapolis. 


Make Dealers Ask for 
Helps 


Atlanta, Feb. 14—‘*Make the dealer 
ask for dealer helps,’’ O. C. Holleran, 
of the Callaway Mills, La Grange, 
Ga., advised the Atlanta Advertising 
Club at its weekly meeting. 

“If a merchant is‘too lazy to ask 
for sales literature, he is too lazy to 
use it if it is sent, In our dealer- 
helps on cotton rugs, we found only 
one case in 2,000 accounts where the 
material we supplied was not being 
used. 

“We opened up 300 new accounts 
with a booklet on interior decorat- 
ing, featuring cotton rugs without 
mention of any brand. We figured we 
would get our share of the business 
if we could sell the idea. 

“Some department stores hand 
booklets to each customer at the 
wrapping counter. This plan induces 
many women to visit the advertised 
department immediately, without 
leaving the store.” 


Younggreen in Cincinnati 

Cincinnati, February 14.—‘‘Adver- 
tising is always optimistic,” C. C. 
Younggreen, president of the Adver- 
tising Federation of America, told the 
Cincinnati Advertisers Club Wednes- 
day. “ ‘Business is good and will be 
better,’ is its constant message to the 
world. Advertising builds, boosts, 
lifts and pushes.” ; 

Mr. Younggreen was the guest of 
the board of governors of the Cincin- 
nati Club Wednesday night at a 
round-table discussion of organiza- 
tion work. Those present included 
Hudson Biery, J. W. Brown, W. A. A. 
Castellini, Roger H. Ferger, C. R. 
Fox, Myron L. Smith, E. L. Becker, 
H. F. Childress, Eli Cohan, A. -S. 
Holtman, W. T. Maynard and J. Law- 
son Wiggins. 


“The Poster” Changes 


Name 

With its February issue, The 
Poster, Chicago, became Advertising 
Outdoors. More attention will be 
devoted to the merchandising phases 
of outdoor advertising by the pa- 
per, which was established in 1898. 


Open Denver Studios 

The General Outdoor Advertising 
Company has completed Denver stu- 
dios which are regarded as a model 
outdoor advertising plant. Leading 
business men attended the ceremonies 
which marked the opening. 


Joins Central Trust 
James S. Baley, formerly repre- 
sentative of the Hearst Pacific Coast 
publications, has been appointed ad- 


extended to Delaware, Maryland, New 
Jersey and rural New York. 


and a large accession of new mem.- 


Fifty Newspapers 
Form Association 


to Trade Ideas 


Philadelphia, Feb. 14.—A new and 
lusty organization is the Interstate 
Advertising Managers association, 
which held its organization meeting 
at the Adelphia hotel, resulting in 
the following officers being chosen: 
David Knipe, North Penn Reporter, 
Lansdale, Pa., president; Edgar M. 
Lazarus, Norristown Register, vice- 
president; John T. Wagner, Potts- 
town News, secretary, and T. Wesley 
Stone, Bridgeport Evening News, 
treasurer. 

Better service for advertisers, news- 
papers and the public and effective 
methods of killing free publicity, are 
the—initial objectives. A free ex- 
change of ideas on advertising is 
another object. Members are man- 
agers of country dailies and week- 
lies in Eastern Pennsylvania and 
New Jersey, but the scope is to be 


Almost fifty papers were repre- 
sented at the organization meeting 


bers is promised for the next meet- 
ing, March 8, at the Hotel Adelphia. 


Wins Car-Card Contest 


The first prize of $25 in a car-card 
contest conducted by “Service 
News,” published by the Chicago 
Surface Lines, was awarded to 
Franklin W. Ingram, agent for the 
Royal Insurance, Company, Chicago. 
His card read: 
“When pavements are slippery, icy 
or wet, 


safe bet.” 


Heads Permutit Sales 


sales manager of the Permutit Com- 
pany, New York, manufacturers of 


“Hop onto a street car—it’s your one 


M. F. Corin, Philadelphia district 


water-treating equipment, has been 


— 


Miss Byrne Host to 
Women Space Buyers 


Miss Gertrude Byrne, manager of 
the Chicago ojfice of the George Me. 
Kittrick Directory of Advertisers, 
gave a Valentine luncheon Thursday 
at the Medical and Dental Arts 
Luncheon Club for women space buy. 
ers with Chicago agencies. The 
guests were: 

Miss Mae Kennedy, Hays MacFar. 
land Advertising Co.; Mrs. E. Etsho. 
ken, J. R. Hamilton Advertising 
Agency; Miss Flo Beard, Roberts @ 
MacAvinche; Miss Mary Coffey, 
Guenther Bradford Co.; Miss K. A, 
Dwyer, Vanderhoof & Co.; Miss 
Edith Bernstein, Burke Kuipers @ 
Mahoney; Miss Mathilda Weber, Wm. 
J. Morton Company; Miss Mabel 
Schwank, Reynolds & Fitzgerald, and 
Miss Gertrude Smith, S. C. Beckwith 
& Co. 


Printers Start Move 
for More Rigid Credit 


Leading Chicago printers are fos 
tering a plan whereby 90 days will 
be the credit limit on purchases of 
supplies of all kinds, including pa. 
per. The new rule will take effect 
early in March. 

One result, it is predicted, will be 
the elimination of printing houses 
with insufficient capital. 


Miss Rectal in Portland 


Miss Mary Pentland, formerly with 
Frederick & Nelson, Seattle, has be 
come an account executive with the 
Botsford-Constantine Company, aé- 
vertising agency of Portland, Ore. 

Paul O. Giesey has been appointed 
manager of the same agency’s new 
typographical department, while Roy 
M. Bird, formerly operating an 
agency in Great Falls, Mont., has 
been made production manager. 


—— 


Agency in New Quarters 

Manufacturers’ Advertising, Inc. 
advertising agency of Toledo, is one 
of a number of advertising concern: 
which are occupying the Louvre, i 
new cffice building. 

The Bellows-Claude Neon Company 
and the George Jensen Art Studios 


appointed general sales manager. 


are other new tenants. 


U 


Bind yo 


vertising manager of the Central 
Trust Company of Illinois, Chicago. 
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DISTRIBUTION 
POLICY BALKED 
BY M. 0. HOUSES 


Manufacturer to T ake Situation 
to Washington 


New York, Feb. 13.—The war be- 
tween the independent retail mer- 
chant and the chains and mail order 
interests continues to involve manu- 
facturers nationally - advertised 
products. 

Fayette R. Plumb, Ine., of Phila- 
delphia, manufacturer of tools, reg- 
ularly advertises to the trade that it 
does not sell its merchandise to 
chains and mail order houses. Nev- 
ertheless, some of the m. 0. com- 
panies are advertising Plumb goods. 
The hardware dealers are therefore 
asking, “Where do mail order houses 
and chain stores get the merchan- 
dise?” 

Hardware Age recently discussed 
the Plumb situation in an article in 
which it was intimated that the 
competitive groups have “planted” 
jobbers and dealers, who buy through 
regular trade channels. The goods are 
featured in the catalogs and chain 
store advertisements at lower prices 
than the independents can quote, but 
of course the products. are used for 
advertising value. Fayette R. Plumb, 
Inc., plans to appeal to the Federal 
Trade Commission for protection 
from attacks of this sort. 

Hardware Age reports the follow- 
ing interview with Mr. Plumb, head 
of the manufacturing company: 


Hasn't Sold to Chains 


“He opened his books and files to 
us; showed us the records of orders 
and shipments, and proved to our 
entire satisfaction that his firm has 
not sold any of his products to any 
mail order house or chain store. He 
also convinced us that he was mak- 
ing a determined effort to maintain 
his policy of distributing through 
independent channels only. 


“In this connection he proved to us 
that a 500-dozen order from a hard- 
ware distributor had been turned 
down because an investigation had 
convinced him, that if shipped, the 
foods would find their way into 
channels other than the independent. 
He showed us where a number of 
other orders, two of which were 
from export houses, had been re- 
fused after investigation, and for the 
same reason. 


“He showed us a letter from a 
hardware wholesaler who said that 
under date of January 6, he had per- 
sonally taken an order for 2v dozen 
of the item referred to; that later 
he had investigated and found that 
the order was intended for a mail 
order house. He therefore wired 
the manufacturer to hold up his 
order for the item, and in his letter 
definitely cancelled it. 


Complains to Commission 


“Mr. Plumb informed us that the 
Matter had been called to the atten- 
tion of the Federal Trade Commis- 
sion. In this connection he assured 
us that he had consulted attorneys 
and was preparing to follow up 
every possible legal method to stop 
what he considers an injurious attack 
on his business, and that of the 
Wholesalers and retailers who handle 
his goods. 


“He further expressed the belief 
that his efforts to maintain his 
bolicy had been largely successful, 
and that only a limited supply of 
his products had been diverted to 
Mail order channels. In support of 
this contention, he stated that while 
4mail order catalog quoting one of 
his items advised people to buy from 
the catalog, or from any one of the 
Tetail stores. operated by the mail- 
order house, shoppers employed by 
his firm had called on over forty such 
Stores, and in only one had they 
found for sale a single one of the 
Plumb items referred to.” 


of 


Proof 


o the Pudding 


Though its 1929 sales amounted 
only to $16,844,153, the Jewel Tea 
Company reports a net profit of $1,- 
691,302. In 1928, the company made 
a net profit of $1,530,188 on sales of 
$15,970,893. ° The new headquarters 
office and Mid-west plant at Barring- 


ton, Ill., is nearing completion. 
A a * 
Do shows pay? The Auburn. 


Automobile Company sold 127 Au- 
burn and Cord cars at the New York 
show and ran the figure to 129 at the 
Chicago affair. Sales of both cars 
will set a new high record for Feb- 
ruary, R. H. Faulkner, vice-president, 
reported, 
* aE * 

The Eastman Kodak Company, 
Rochester, has voted its nineteenth 
annual wage dividend, representing a 
share in the earnings of the com- 
pany. This slice of watermelon ag- 
gregated $2,204,628 for 15,841 em- 
ployes. 

a * oe 

Net income of the New York Cen- 
tral for the fiscal year ended Decem- 
ber 31 was over 50 per cent higher 
than in 1928. The 1929 figure was 
$78,277,291, against $50,334,485 for 
the preceding year. 

a ” a 

With $3,000,000 in cash on hand, 
the Chicago Yellow Cab Company 
not only exceeded its 1928 dividend 
of $4.05 a share, but will spend $2,- 
000,000 for 1,000 new cabs. Its 1929 
net was $1,785,000. 

* - * 

An extra dividend was declared 
by the W. A. Sheaffer Pen Company, 
following a good year. The added 
increment amounts to 50 cents a 
share, payable March 15. 

* +. * 

Though comparable figures for 
1928 are not available because of the 
constantly increasing number of 
stores, the Walgreen Company, drug 
chain, reported net profits of $3,130,- 
465 for itself and subsidiaries. This 
amounts, after preferred dividends, 
to $3.29 a share on 858,409 shares 
of common stock outstanding at the 
end of 1929. Sales last year were 
$46,622,000. 


* + aK 
The National Cash Register Com- 
pany is erecting a new plant in Ger- 
many in line with its aggressive for- 
eign policy. F. B. Patterson, presi- 
dent of the company, reports a 40 per 


Atkins Complains 


Indianapolis, Feb. 14.—C. E. At- 
kins & Co., saw manufacturers, will 
ascertain whether “borrowing” of its 
advertising material by a mail order 
house without its consent is within 
the law, N. A. Gladding, vice-presi- 
dent and director of sales said. 

The company has issued the follow- 
ing letter to the hardware trade: 

“Our attention has just been called 
to the fact that in the mid-winter flier 
of a certain mail order house oper- 
ating branch houses in various cities, 
they are showing a cut of our No.53 
silver steel hand saw 26 inches, at 
$2.50. 

“Where they obtained this cut we 
do not know, but judging by the ap- 
pearance of it they had the cut made 
to order themselves, because it does 
not resemble the electrotype that we 
furnish to our customers. 

“We are also at a loss to know 
where they purchased these Number 
53 hand saws. We do not sell them 
direct, nor do we have any knowl- 
edge of any of our wholesale hard- 
ware distributors or any other cus- 
tomer who is buying the saws for the 
purpose of reselling to this mail 
order house, and it is our intention 
to find out, if at all possible, who has 
sold them. 

“Needless to say, we consider the 
action of this mail order concern in 
illustrating and pricing our goods 
without our knowledge and consent, 
as being absolutely unfair and un- 
ethical, and if there is any justice 
in the land for the protection of a 
manufacturer and his brands it is our 
purpose to try to avail ourselves of 
such, so we respectfully ask your 


patience in the matter until we can 
secure it.” 


cent increase in January's foreign 
business. 
a . * 
The American Furniture Mart 


Building Corporation, Chicago, made 
enough money in 1929 to be able to 
retire 2,000 shares of preferred 7 per 
cent cumulative stock, $250,000 in 6 
per cent bonds and 34,000 shares of 
common stock. V. L. Alward has 
been re-elected president. 
* % * 

In spite of or because of the larg- 
est expenditure in its history for re- 
search, the Hercules Power Company 
expanded both domestic and export 
business in 1929, and made $5.95 per 
share after payment of preferred divi- 
dends, an increase of 50 cents over 
1928. 

* * aK 

Net profits of the Gillette Safety 
Razor Company fell from $16,244,429 
in 1928 to $13,581,683 in 1929. The 
decline is attributed to the fact that 
the company has been concentrating 
on its new product. 


Pulitzer Leaves “World” 


Ralph Pulitzer, president of the 
Press Publishing Company, publisher 
of The World and The Evening 
World, New York since 1911, has re- 
linquished his post to his younger 
brother, Herbert, because of illness. 
Mr. Pulitzer will spend several 
months abroad. 


Editress Makes 
Light of Trials 
of C. Chatterton 


Portland, Oreg., Feb. 14.—Miss 
Anne P. Keil, editress of the “Port- 
land Advertising Spotlight,” pub- 
lished by the local advertising club, 
didn’t take the ordeal Charles 
Chatterton, classified advertising 
manager of the Portland Oregonian, 
as seriously as did Mr. Chatterton. 

“Charlie Chatterton’s temperature 
ran up to about 176% and his blood 
pressure was far above average for 


of 


a few days last week,” remarked 
Miss Keil, in a recent issue, ‘but ev- 
erything is all right now. A _ baby 


daughter was born to Mr. and Mrs. 
Chatterton last Wednesday. Baby is 
lovely. So far as we are able to learn, 
papa has calmed down considerably 
and is doing well. 

“Charlie is classified advertising 
manager of the Oregonian, and also 
manager of Station KGW. In between 
times he takes Don Gilman of the 
National Broadcasting Company to 
lunch when he’s in town and once 
every six months he comes to the 
Advertising club.” 


Coming 
Conventions 


Feb. 20. Oregon State Advertising 
Clubs at Corvallis, Oreg. 

Feb. 28-March 1. Fifth District, 
Advertising Federation of America, 
at Battle Creek, Mich. 

March 18. Export Managers Club 
at New York. 

March 27. Outdoor Advertising As- 
sociation of Connecticut at Hartford. 

April 23-25. American Newspaper 
Publishers Association at Hotel 
Pennsylvania, New York. 

May 4-6. Semi-annual meeting of 


Association of National Advertisers 
at French Lick, Ind. 

May 14-15. American Association 
of Advertising Agents at Mayflower 
Hotel, Washington. 

May 18-21. Advertising Federation 
o America at Washington. 

May 18-21. Publie Utilities Adver- 
tising Association at Washington. 

May 21-22. Outdoor Advertising 
Association of Michigan at Flint. 

May 21-24. National Foreign Trade 
Yonvention at Los Angeles. 


Partial List of 
Accounts Ser- 
viced During 
1929 


Camel Cigarettes 


Shell Gasoline 
Cook Paints 
Wrigley Gum 
Marmon Cars 
Yellow Cab 
Pet Milk 
Frigidaire 


Paris Garters 
Florsheim Shoes 


Paramount Theatres 
Chesterfield Cigarettes 
Granger Tobacco 


Seidlitz Paints 
Banana 

Victor Radio 
Heinz Products 
Kraft Cheese 
Beechnut Gum 
Majestic Radio 
Aristos Flour 
Kolster Radio 
fifty Malt 


akan Theatre 
Music Corp. Band 


Prince Albert Tobacco 


Montgomery Ward & Co. 


Associated Laundry Owners 


General Baking Corporation 


K.O. Mainstreet Theatre 


4ANSAS CITY 


offers Outdoor Advertising Service 
with 100% NEW TYPE 
vw CONSTRUCTION! 


Kansas City is the first major market in the 
United States to complete the program of recon- 
struction established by the outdoor advertising 
industry. Hence we can offer to national adver- 
tisers and agencies the most complete and modern 
facilities which it is possible to produce—along with 
personal interest to insure the showing yom: want in 


the location you prefer. 


“prosperity zone.” 


minimum cost. 


Kansas City is a metropolitan market in the 
It deserves cultivation. 
door advertising can give you mass coverage at 
Plan now to have representation 


Out- 


for your 1930 advertising in 1930 style—with plant 
facilities up-to-the-minute and service unsurpassed! 


Write us for full details as to the market, rates, 


preferred locations available, etc. 


M. H. Hudson, Jr., 


President 


ansas City Poster Advertising Co. 


316 W. 16th Street, Kansas City, Mo. 


New York Representative 


Harold J. Mahin, Woodward Hotel 
Broadway and ~_ Street 
New York City, N 


Chicago Representative 


John A. Bender 
180 North Michigan Avenue 
Chicago, 
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February 15, 1930 


Government Plans 
Systematic Check 
of Consumer Trend 


Washington, Feb. 14.—A current 
check on the trend of consumer buy- 
ing and retail credit will be available 
after July, 1930, William L. Cooper, 
director of the Bureau of Foreign and 
Domestic Commerce announced. The 
Bureau has found it possible to com- 
ply with requests that nation-wide re- 
ports on these factors be collected 
semi-annually. 

This decision, Mr. Cooper pointed 
out, follows a petition to the Depart- 
ment of Commerce, which stressed 
the importance to business of making 
available this “extremely useful infor- 
mation,” on a regular basis. Appre- 
ciation of the “great value” of the sta- 
tistics gathered by the Department in 
the recently completed National Retail 
Credit Survey, the results of which 
are now being prepared for publica- 
tion, was expressed by Justin H. Edg- 
erton, president, and David J. Wood- 
lock, secretary, of the National Retail 
Association, in urging that this work 
be placed on a permanent footing. 

This work, which was started in 
1928 with the co-operation of credit 
men throughout the country, has 
brought together a large fund of spe- 
cific information on existing credit 
practices and their results. Analysis 
has been made of the net sales of 
approximately twenty thousand es- 
tablishments with total sales in the 
neighborhood of five billions of dol- 
lars. The kinds and extent of retail 
credit, credit losses, use of credit bu- 
reaus, use of finance companies, ex- 
tent of returned merchandise, extent 
of instalment credit and collection 
percentages have been ascertained. 
The original survey was expanded at 
the request of credit and business 
specialists to include studies of the 
causes of retail failures and of bank- 
ruptcy in Louisville, Philadelphia, 
Newark, and Kansas City. 

The semi-annual data will be gath- 
ered from seven types of retail stores 
consisting of furniture, department, 
jewelry, men’s clothing, shoe, wom- 
en’s specialty, and electrical appli- 
ance stores, through the co-operation 
of the local credit bureaus and the 
District Offices of the Department of 
Commerce. Merchants in the follow- 
ing twenty-three cities will be asked 
to co-operate: Atlanta, Baltimore. 
Boston, Chicago, Cleveland, Dallas, 
Denver, Detroit, Indianapolis, Kansas 
City, Los Angeles, Louisville, Minne- 
apolis, New Orleans, New York, Phil- 
adelphia, Pittsburgh, Portland, Ore., 
Richmond, St. Louis, San Francisco, 
Seattle, and Washington, D. C. 


Pioneer Is Dead 

Samuel Moffitt, 70, retired adver- 
tising man and a director of the 
American Sumatra Tobacco Com- 
pany, died this week at his home in 
New York, following an operation. 
Some years ago he held a partner- 
ship in the then J, Walter Thompson 
Advertising Agency. 


Start “Litho-Graphic 


Advertising” 

The publishers of National Litho- 
grapher, New York, have started a 
new monthly, Litho-Graphic Adver- 
tising, the first issue of which ap- 
peared during the past week. 


Newspaper Man with 
Agency 


Ralph W. Perry, until recently 
with the Miami Evening News, has 
joined the business survey depart- 
ment of Dorrance, Sullivan & Co., 
New York. 


Chicago Agencies Merge 

The F. W. Bond Company and the 
Duke Hutchinson Advertising 
Agency, both of Chicago, have 
merged under the former’s name. Mr. 
Hutchinson becomes vice-president of 
the new organization. 


Represents “Screenland” 

Weston Oyler has been appointed 
New England manager of Screenland, 
New York. He will make his head- 
quarters in Boston. 


Shirtmakers Name Agency 

Hall, Hartwell & Co., Troy, N. Y., 
have appointed Cleveland & Shaw, 
Inc., New York. 


are provided for 


who wish to 


of a good shave.” 


out charge. 


over 
ment. 


Two views of the new 
Atlantic City shaving salon 
of the American Safety 
Razor Corporation, recent- 
ly opened at Atlantic City. 
Luxurious shaving booths 
those 
“allow their 
faces to be the sole judge 
All the 
makings are provided with- 


The company selected a 
young woman to preside 
the new establish- 


GEM AND EVER- 
READY ON 
BOARDWALK 


Makers Wouldn’t, 
So Store Surveyed 


Yard-Goods Field 


New York, Feb. 14.—Manufacturers 
of yard-goods persistently declined 
to bother with facts about the con- 
sumer market, so R. H. Macy & Co., 
local department store, made its own 
survey, R. S. Longley, of the com- 
pany’s piece goods division, told the 
National Retail Dry Goods Associa- 
tion at its convention here last week. 

“This survey exploded the theory 
that the largest yard-goods consumer 
is the dowdy woman of middle age 
who buys for economy,” he said. “On 
the contrary, it gave us this picture 
of the average buyer: 

“Her income is slightly above the 
average. She wants her clothes made 
to order, not because of the money- 
saving feature, but for the same rea- 
son that many men have their 
clothes tailored. 

“Most of these women are sub- 
scribers to fashion magazines. While 
most of the yard goods is bought for 
dresses, a considerable amount is also 
used for children’s garments, under- 
wear and linings. in nine cases out 
of ten these fabrics are made up im- 
mediately after purchase, and not at 
some future time, as we have fondly 
believed. 

“Many of the women who are not 
now buyers of yard-goods said they 
would be if they could sew or could 
find a good dressmaker. 

“Customer consultants and living 
models are being used successfully 
by Macy’s and the latter are particu- 
larly prolific sales producers. The 
training of sales people so that they 
can give constructive advice is also 
being undertaken. We are showing 
them that instead of selling a bolt of 
cloth, they are merchandising an un- 
finished garment.” 


Farm Papers for Coffee 

The Nash Tea & Coffee Co., Min- 
neapolis, has instituted a farm-paper 
campaign in the Prairie Provinces af 
Canada under the direction of the 
Eastman Advertising Company, Van- 
couver, B. C. A new deal is being 
featured. 


R. H. Fitz Promoted 


R. H. Fitz has been appointed sales 
manager of the Cream City Billpost- 
ing Company, of Milwaukee. 


New Address for Burtnett 


Gerald B. Burtnett, advertising 
agent of Los Angeles, has moved to 


the Garland Building. 


“BEWARE” 


Homer J. Buckley. 


“Every advertising man who at- 


tacks one medium, as against an- 
other, attacks the whole structure of 
advertising,” Homer J. Buckley, 
president of Buckley, Dement & Co., 
Chicago, warned the Advertising 
Club of New York. 

The artist of Advertising Club 
News sketched “the father of direct 
mail advertising” as he talked. 


Outdoor Service Places 


National Accounts 

The outdoor advertising for the 
Catalina swim suits, product of the 
Pacific Knitting Mills, has been 
placed on a large list of outdoor ad- 
vertising plants by Outdoor Service, 
Ine., Chicago. 

Outdoor advertising for Maxwell 
House coffee, Calumet baking pow- 
der, Diamond crystal salt, and the 
American Chicle Company has been 
placed by the same company for 1930. 


John Paul Dorland 


Gets Municipal Account 
Wildwood, N. J., will spend $160,- 
000 in newspaper advertising featur- 


ing the city’s attractions, including 


its famous five-mile beach. The 
campaign will be handled by John 
Paul Dorland, Inc., Philadelphia. 


Trunk Adds to Mediums 


Mediums used by Trung Bros. 
Drug Company, Denver, will be more 


numerous than heretofore, it is re- 


ported. The schedule, to be made up 


in March, will provide for newspa- 


pers, magazines, business papers, di- 
rect-by-mail, dealer helps, circulars, 
broadcasting, etc. 


| Simplification’s 
_ Success Depends 


on Who Does It 


| Experiments on simplification con- 
| ducted by a score of manufacturers 
| of knit underwear at the request of 
| the National Association of Retail 
| Clothiers and Furnishers have not 
| been a complete success, the organ- 
|ization was told at its annual meet- 
,ing in Chicago this week. 
| These manufacturers reduced their 
| sizes from nine to six as an aid to 
| retailers. 
| “If a man enters a store to buy 
BVD’'s, he wants BVD’'s and he 
| doesn’t care whether they are sim- 
| plified or not,” one speaker said. 
| Other manufacturers will be asked 
{to reduce the number of sizes in or- 
‘der to give more data on the project. 
President Ernest L. Smith reported 
ithe adoption of a resolution to the 
| effect that “wool” shall not be used 
| in the labeling, advertising, merchan 
|dising or selling of knit underwear 
unless the percentage by weight of 
wool contained in the garment “is 
stated and the wool content dis- 
tributed throughout the body fabric, 
with a tolerance of 3 per cent. 

Abolition of state conventions was 
recommended by Mr. Smith, who 
said that many such meetings are 
‘forced and artificial.”” He suggested 
regional meetings of the National As 
sociation as a substitute. 

The organization's Department of 
Arbitration and Mediation had a busy 
year, handling over 200 cases, it was 
reported. 


Dallas League to Frolic 


The annual frolic of the Dallas Ad- 
vertising League will be given at 
the Baker Hotel, March 7, announced 
George B. Latham, President. 

Will Henson is in charge of the 
program. On the arrangements com- 
mittee are W. C. Grant, chairman; 
Alfonso Johnson, Lawrence Melton, 
Lorry Jacobs, T. F. Stovall, Spud 
Brannon, John Murphy, Julian Ca- 
pers, Jr., Jack Davis, William Hen- 
son, Don Coates, Andy Weatherford, 
Ira De Jernett, and Lawrence Mel- 
ton. 


Has Industrial Department 


Edmund S. Whitten, Inc., adver- 
tising agency of Boston, has ap- 
pointed Herbert F. King vice-presi- 
dent in charge of industrial adver- 
tising. 

The company is now handling the 
advertising for Bachrach, Inc., 


Study Habits of 
Madison Readers 


of Newspapers 


Madison, Wis., Feb. 14.—Reading 
habits of newspaper subscribers in 
Madison have been exhaustively sur- 
veyed by seniors in the School of 
Journalism of the University of Wis- 
consin, working under the supervi- 
sion of Prof. K. E. Olson. 

Readers in this city, the data re- 
veals, spend an average of about 55 
minutes each day reading newspa- 
pers. Thirteen of these minutes are 
spent on outside metropolitan papers 
and the remaining 42 minutes on the 
local prints. 

About 96 per cent of the readers of 
local newspapers followed the adver- 
tisements regularly, only about 4 per 
cent saying they never read advertise- 
ments. Amusements are the most 
popular type of advertisements, with 
92 per cent. About 48 per cent de- 
clared they read amusement adver- 
tisements every night. 

In the order of their popularity are 
grocery advertisements, read by 61 
per cent; advertisements for wom- 
en's clothing, not only read by 88 per 
cent of the women but by 20 per 
cent of the men; classified advertise- 
ments, read by 83 per cent of the 
readers; men’s clothing advertise- 
ments, read by 76 per cent of all read- 
ers and by 65 per cent of the women. 
Next in order were furniture ad- 
vertisements, read by 77 per cent; 
shoe advertisements, read by 75 per 
cent; automobile advertisements, 70 
per cent, read by prospective purchas- 
ers and by automobile owners to keep 
themselves informed on the cars they 
have already bought; bank advertise- 
ments by 60 per cent, including many 
patronizing the bank whose advertis- 
ing appears. 


Why Canada Is Prosperous 
During the past twenty years, 
Canada has established a_ record 
among nations for increasing per 
capita wealth, Charles Price-Green 
Commissioner, Department of Nat- 
ural Resources, Canadian National 
Railways, told the Advertising Club 
of Montreal. 

“One of the main contributing 
causes to Canada’s prosperity,” he 
continued, “has been the develop- 
ment of hydro-electricity on a large 
scale. The utilization of this power 
has already enabled us to rise to 
‘eadership in the manufacture of 
pulp and paper, and has been an im- 
portant factor in the growth of the 
mining industry from $85,000,000 
twenty years ago to $305,000,000 in 
1929,” 


Industrial Agency Expands 


B. C. Budd has joined O. S. Tyson 
& Co., industrial agency of New York, 
as director of marketing. A. E. 
Sproul has been appointed manager 
of production of the same agency. 

Mr. Budd is a widely known execu- 
tive, having been president of the 
Continental Air Lines Corporation, 
among other important positions. Mr. 
Sproul has been connected with both 
reneral and industrial publications. 
Both are members of the National 
Industrial Advertisers Association. 


Plan Club Paper 


The Milwaukee Advertising Club 
has decided to publish “The Torch.” 
Clayton Cheney, advertising manager 
of the More-Bridges Company, will be 
editor-in-chief of the monthly, other 
members of the committee in charge 
being Emil Schmidt, George Libbey, 
Walter Wier. Max Resnick, Wesley 
Schultz, Emil Haker, Arthur Wetzel, 
Albert Greenwald, E. W. Cornelius, 
Allen Rieselbach and Elling 0. 
Weeks. 


Amtorg in Seattle 


The Amtorg Trading Corporation 
has established Pacific headquarters 
at Seattle. This company is the 
United States representative of Ar- 
cos, Ltd., London, the Russian Gos- 
torg of Kharkoff, the Causasian Gos- 
torg of Tiflis, the Siberian Gostorg 
of Novosibrisk and the Far Eastern 
Gostorg of Vladivostock. 


Hopping to Coast 
Fred A. Healy, of the advertising 
division of the Curtis Publishing 
Company, Philadelphia, is flying to 
the Pacific Coast in short hops. He 
is a passenger in a _ high-powered 


“photographs of distinction.” 


plane. 
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COAL DEALERS 
TO ADOPT CODE 
WITHOUT HELP 


“Why GO to Washington?” 
Asks President 


After careful investigation of the 
benefits derived from trade practice 
conferences held under the auspices 
of the Federal Trade Commission, 
President M. E. Robinson, Jr., presi- 
dent of the National Retail Coal Mer- 
chants’ Association, has voted against 
participation in any such conference 
by coal dealers, and has recommended 
the adoption of a code without out- 
side assistance. 

“Let us not kid ourselves about 
the potency of the Federal Trade 
Commission's O. K.,” said President 
Robinson. “Neither let us kid our- 
selves into the belief that we have 
bettered our position by signing some 
coal operator’s code with or without 
the commission's O. K.” 

Misinformation Abroad 

Mr. Robinson quoted Ira C. Coch- 
ran, commissioner of the American 
Wholesale Coal Association, as say- 
ing that “more misinformation is 
abroad today concerning trade prac- 
tice conferences than any other single 
movement engaging the attention of 
American business men.” 

Mr. Cochran recently addressed the 
New York Coal Merchants Associa- 
tion as follows: 

“Men being what they are, a trade 
practice conference is not the usher 
who will find you your seat in the 
theater of the millenium of business. 
A combination of men existing for 
the purpose of prayer is a church. A 
combination to extort money from 
business is a racket. In and of itself, 
it is neither good nor bad. 

“The Federal Trade Commission 
derives its power from Section 5 of 
the Act, which condemns unfair 
methods of competition in interstate 
commerce. The law itself does not 
define unfair competition. 

A Conference Defined 

“A trade practice conference has 
been defined by the commission In 
these words: 

“Tt is a procedure whereby busi- 
ness or industry may take the initia- 
tive in establishing self-government 
of business, by business, and for busi- 
ness through making its own rules of 
business conduct, subject to sanction 
or acceptance by the commission.’ 

“The theory of this movement is 
that you can get together and agree 
among yourselves and with the com- 
mission what practices are unfair and 
collectively proceed to their abate- 
ment. The elimination of any prac- 
tice existing in a trade is not the 
simple thing some people seem to 
think. 

Proclaiming Not Enough 

“Renunciation of trade practices 
cannot be accomplished by merely 
meeting and proclaiming that it has 
been done. That is the weakness of 
trade practice conferences as business 
correctives. 

“When an industry or trade holds 
a trade practice conference with the 
commission, they discuss all the evils, 
either real or supposed, which occur 
to the conferees. After this discus- 
sion, the conclusion are reduced to 
written resolutions, which are adopted 
or rejected by the conference. 

“Some of these resolutions condemn 
practices which are plainly in viola- 
tion of the law. Others describe 
methods of doing business which are 
perhaps not the best, but still do not 
fall under legal prohibition. Still 
others suggest positive action, which 
if done collectively would be in viola- 
tion of existing law. 

“The commission then takes these 
Tesolutions under advisement, and 
divides them into three groups. Group 
1 resolutions are those which express 
conduct or action which is clearly 
unlawful. These things the commis- 
Sion could, and if it knew of them 
Undoubtedly would, enjoin by a cease 
and desist order. It depends upon 
No trade practice conference or agree- 


Columbia in 
50-50 Offer 


New York, Feb. 14.—The Co- 
lumbia Phonograph Company 
has announced a new advertis- 
ing offer to dealers. Any re-. 
tailer advertising Columbia rec- 
ords exclusively in his local 
newspaper will receive half of 
the cost of the advertisement 
upon submitting a checking 
copy to the Columbia head- 
quarters. 


ment for its authority to suppress 
such conduct, but upon the law. 
“When the commission aproves the 
rules in Group 1 as adopted by the 
conference, it is saying that this is 
the law, and that it expects this par- 
ticular industry to observe that law. 
No Enforcement Method 

“Group 2 resolutions are those 
which the commission accepts as ex- 
pressions of the trade. This group is 
binding only in conscience, not in 
law. They constitute merely a glori- 
fied code of ethics sanctified by the 
approval of the Federal srade Com- 
mission, violations of which, if pun- 
ishable at all, are punishable only by 
social pressure and the disapproba- 
tion of the public and competitors 
who adhere to the rules.” 

The president of the National Re- 
tail Coal Merchants’ Association ex- 
pressed his own attitude as follows: 
‘“‘Many have the notion that they 
ean either, 1—Draw up a code under 
the wing of the Federal Trade Com- 
mission which they could not draw up 
without its protection, or 2—Put 
teeth in a code which they could 
draw up by themselves, which would 
otherwise be toothless. 

“We suspect that neither one of 
these is the correct view. For one 
thing, the attorney general of the 
United States, we understand, does 
not consider himself bound by the 
activities of the Federal Trade Com- 
mission. For another, the codes that 
have been drawn have each been div- 
ided into two groups of rules. 


“In each case the first group con- 
sisted of a number of statements of 
practices which were illegal before 
they were codified by the Trade Prac- 
tice Conference and would have re- 
mained illegal whether codified or 
not. 

“The second group in each case has 
consisted of a number of ‘expressions 
of the trade.’ They represent prac- 
tices which that trade would like 
to see eradicated, even though not il- 
legal. Any one who violates a 
group 2 rule merely subjects himself 
to the disapprobation of his competi- 
tors. Whether that disapprobation is 
likely to be more effective after the 
commission has lent its weight to the 
approval of the rule is a matter of 
psychology. 

“We have been in some doubt as to 
how the retailer fitted into the trade 
practice conference picture. The Fed- 
eral Trade Commission has jurisdic- 
tion over interstate commerce only. 
Very few, if any, fuel retailers sell 
in interstate commerce. The Black 
Diamond recently said: 

“There cannot be a separate con- 
ference of retailers with the Federal 
Trade Commission. 

“‘*We are informed that retailers 
can participate in any conference of 
operators, such as that held by the 
Utah operators’ association in Salt 
Lake. Moreover, the Federal Trade 
Commission has advised the National 
Coal Association that retailers every- 
where, if they so desire, can sub- 
scribe to the Utah code—as retailers 
in both Idaho and Utah have already 
done—by simply signing a copy of it 
and forwarding the signed copy, un- 
der proper auspices, to the commis- 
sion.’ 

Question of Jurisdiction 

“The thing that we cannot grasp is 
this: If the commission cannot 
legally authorize a separate confer- 
ence of retailers, what jurisdiction 
has it over any retailer who chooses 
to embrace the results of a conference 
of operators? Since when can we do 
by indirection that which we cannot 
do by direction? Since when can a 
court or commission confer upon it- 
self by agreement a _ jurisdiction 
which it does not legally have? 

“True, a retailer may subscribe to 


Candy Manufacturers’ code, the Ten 
Commandments, and the Fourteen 
Points. What boots it? He is not 
bound to any higher degree of con- 
duct than he was before he signed, 
and the Federal Trade Commission 
can’t do anything to him if he vio- 
lates the code after signing it. 

“We are not against codes of ethics, 
trade practice conferences, or any- 
thing else that will help to elevate 
the coal industry. 

“Let’s appoint a commission from 
within and without the National Re- 
tail Coal Men’s Association to study 
our own declaration of principles to- 
gether with such trade practice con- 
ference codes as may be available, 
and draw up a model retail code 
which we can conscientiously recom- 
mend to fuel retailers everywhere. 
“Once drawn up, let us put on an 
intensive drive to get it adopted, 
wherever and whenever possible. Let 
us make a special effort to have it 
subscribed to by those who are usu- 
ally least likely to subscribe to any- 
thing fair. If they refuse to sub- 
scribe to it, let us go to the public 
with the news, and ask why.” 


Heads Texas Agency 


R. J. Meeker has been elected presi- 
dent of the James Advertising Com- 
pany, of Mercedes, Tex. James 
Houze is vice-president and Mrs. 
Shirley Meeker secretary-treasurer. 


Would Sell Tuxedos 
to “Overall” Workers 


Union men, particularly 
those in the construction indus- 
try, are believed to be the best 
single class of prospects for din- 
ner jackets and accessories by 
Men's Wear, Chicago. It re- 
ports that the average wage of 
union men is $2,860 a year, 
against $1,898 for the average 
working person. 

“The white-collar worker,” it 
was asserted, “is finding great 
difficulty ‘in keeping up with 
the Joneses.’ ” 


Salesmen to Meet Monthly 


The Western salesmen of members 
of the Associated Business Papers, 
Inc., will meet the first Monday eve- 
ning of each month it has been de- 
cided. A vote will be taken on a 
name, the Dotted Line Club, original- 


mous approval of the Chicago group. 

President L. C. Pelott, of the Pen- 
ton Publishing Company, has an- 
nounced the following program com- 
mittee: W. J. MacDonald, Economist 
Group, chairman; E. H. Gleason, 
The Inland Printer, and J. M. Ruth- 


erford, Simmons-Boardman Publish- 
ing Company. 


ly proposed, failing to meet unani- 


Outdoor Experts 
Clean Up Roads 
in Wisconsin 


Milwaukee, Feb. 14—Outdoor ad- 
vertising men, who first took steps 
in Pennsylvania to clean up the high- 
ways by removing unauthorized, il- 
legal signs, are following up their 
good work in Wisconsin. The As- 
sociated Outdoor Advertising Men of 
Wisconsin, H. J. Fitzgerald, secre- 
tary, reports, have just completed 
their first semi-annual clean-up, re- 
moving over 52,000 tack signs, tin 
signs, etc., from Wisconsin highways 
and from adjacent property where 
no permission has been given for the 
erection of such signs. 


This move on the part of outdoor 
advertising men to clean up abuses 
for which the industry is not respon- 
sible is being watched with interest, 
It is expected that the campaign will 
be extended until it is nation-wide. 


Announce Press Meeting 


The mid-winter meeting of the 
Illinois Press Association will be held 
at the Hotel Sherman, Chicago, Feb- 
ruary 20-22. Daily papers will meet 
Thursday, the next two days being 
devoted to the weeklies. 
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In the press of competition for business in 1930, 


you need this information that will point your 
way to new markets, better outlets for your goods. 


k Nk 
tong 
THAD 
ose 


SC WEL GRE POP VES TIGST ONG AND BUNS ; 
HAE NIMES THE PAD CIRCELATION 


— 


as t ee | *, 
THOME Pac SX G “co NER orm 
aa 
Wee! 


\ qhtOhy oF taowas™ 


boa ecting buying— 


SOGP "UE Mine”. bE. 


Sg 


% 
ed 


| 


Be os OO OG, 


USERS TELL US: 


“To locate new markets for the 
sale of out machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


the Utah code. He may also sign the 


Let The Market Data Book be your guide! 
In this single volume are figures on a hundred 


major fields—data on production, distribution, 
buying set-ups, buying seasons, developments 


Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— 

Authentic in every detail— 


And a complete directory of business publications, 
grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>>HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 
AMADIS PC BARI I EROS SRA RRS IRIE A NE CIE 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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EDITOR GARBLED 
ITS ADVERTISING, 
ORA-NOID REPLY 


Dentists’ Charges: Are Answered 
in Booklet 


Alleging that the American Dental 
Association, against which it recently 
filed suit for $500,000, failed to give 
adequate publicity to its side of the 
controversy over the merits of its 
product, the Ora-Noid Company, Chi- 
cago, has issued a booklet entitled 
“The Truth About Ora-Noid.” 

“After the publication of the article 
in the March, 1929, issue of The Jour- 
nal of the American Dental Associa- 
tion.’ the booklet relates, “the 
president of the Ora-Noid Company 
paid a personal visit to Dr. C. N. 
Johnson, editor of The Journal. This 


ADVERTISING AGE. 


February 15, 1930 


1 


Los Angeles department store, de- 
scribed the success of the war on 
peddlers in the following statement: 
How Plan Works 
“In the household department of 
Barker Brothers, we have found that 
the method of continuously offering 


visit was made in a friendly spirit of 
co-operation for the purpose of show- 


ing Dr. Johnson that the article was | 


based on erroneous information and 
was written without adequat: infor- 
mation. 
Offered Its Records. 
“In this interview, the president 
offered to submit to Dr. Johnson the 


records of the Ora-Noid Company and | 


also any other data that Dr. Johnson 
might desire concerning the company, 


its method of operation and _ its 
product. 
“At the conclusion of the inter- 


view, Dr. Johnson requested that the 
Ora-Noid Company send him a letter 
stating its position and its objections 
in regard to the article.” 

When this was done, Dr. Johnson 
replied that “there was nothing in 
the letter to cause a revision of the 
chemical or dental statement, but 
that a correction would be inserted in 
regard to a typographical error oc- 
curring in the article.” 

To another letter of April 30, no 
response was forthcoming, it is 
asserted. 

Ignored Question. 

“There has been no offer from the 
American Dental Association to cor- 
rect any of the libelous statements 
contained in the article,” said the 
booklet. “Further, they ignored our 
questions concerning misquotations 
and failure to indicate breaks in 
quoting our literature where such a 
break occurs. In fact, there has been 
no evidence in their communications 
that would lead us to believe that 
they are even remotely fair in cor- 
recting a cruelly unjust article.” 

Making a categorical denial of 
most of the charges of the American 
Dental Association, the booklet as- 
serts that “we stand ready to furnish 
any fair-minded jury clinical evi- 
dence as to the merit of our product.” 


Wicie Disilers Are 
Taking Play Away 
From Canvassers 


Los Angeles, Feb. 10.—Retail mer- 
chants in Los Angeles have been 
fighting the “peddlers” through the 
organization of a Pot & Kettle Club 
and through the use of newspaper ad- 
vertising featuring products which 
are sold largely by house-to-house 
ecanvassers. The plan is to be ex- 
tended to other Pacific Coast cities. 

The Pot & Kettle Club, composed of 
household buyers of leading depart- 
ment stores and exclusive house fur- 
nishings stores decided that the com- 
petition of the canvassers was largely 
on aluminumware. It arranged for 
co-operative advertising of this class 
of goods in the newspapers, featuring 
Wagner aluminumware, in as much 
as the campaign was suggested by W. 
S. McCune, Pacific Coast manager of 
the Wagner Mfg. Company. The Wag- 
ner company made special price con- 
cessions to the merchants in connec- 
tion with the co-operative campaign. 
Individual advertising of the product 
was also featuyed. 

J. J. Cragg, buyer for Barker Bros., 


Wagner ware at legitimate prices has 
brought real results. Our sales have 
been doubled and we are informed by 
prvendburspegrey that their sales have 
| increased in the same proportion. A 
| material increase in the sale of other 
household items is also apparent as 
many who come in to buy Wagner 
ware often extend their purchases to 
other lines, even to furnishings for 
the home outside the kitchen. 

“In addition to the newspaper ad- 
vertising, we have instructed our 
sales people as to the manufacture, 
selling points and use of the various 
utensils in the line. A sales contest 
has been conducted, and each of the 
winners received an article of Wag- 
ner ware as a prize. 

“These young women gain a prac- 
tical knowledge by the use of the 
| ware which enables them to answer 
questions more intelligently and make 
a stronger sales appeal. The other 
contestants have increased their sales 
ability through their own efforts 
during the contest. The other stores 
have employed similar methods for 
augmenting sales, with equally good 
results. Each has a conspicuous dis- 
play on the floor at all times and fre- 
quent window displays.” 


Florsheim on Air 
The Florsheim Shoe Company, Chi- 
cago, will go on the air February 18 
and every Tuesday thereafter with 
the Florsheim Frolic, featuring the 

Coon-Sanders dance orchestra. 
While the broadcast will be pre- 
sented at 8:30 Eastern’ standard 
time, a separate Pacific Coast offer- 
ing has been arranged for 9:30, Pa- 
cific time, with the Anson Weeks 

orchestra in the central role. 


Start Shingle Campaign 

The Consolidated Shingle Mills of 
British Columbia Ltd., has begun an 
advertising campaign in the United 
States. E. M. Deeming, secretary of 
the organization, is working in lowa, 
accompanied by Morgan Eastman, 
head of the Vancouver advertising 
agency handling the account. Edg- 
wood Red Cedar shingles will be fea- 
tured in newspapers and direct mail. 


Outdoor Men Plan Survey 

The Outdoor Advertising Associa- 
tion of Connecticut has decided to 
compile complete market surveys for 
all towns in Connecticut in which 
poster advertising plants are oper- 
ated. According to Vice-President J. 
F. Murphy, the association will pro- 
vide a complete book outlining the 
markets in Connecticut in relation 
to outdoor advertising. 


Plan Soda Fountain 


Campaign 

I. Fischman & Sons, of Philadel- 
phia, the country’s largest manufac- 
turers of soda fountains, have placed 
their advertising account with 
Ewing, Jones & Higgins, Inc., which 
will service the account through its 
Philadelphia office. 


Would Ban Unsolicited 
Goods 


Washington, Feb. 14—Representa- 
tive Esterly, of Pennsylvania, has in- 
troduced a bill (H. R. 9445) prohibit- 
ing the sending of unsolicited wares 
through the mails. 


ONE REASON WHY TEXTILE INDUSTRY IS HAVING DIFFICULTY 
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British Statesman 
Addresses Biggest 
Advertising Body 


Omaha, Feb. 14—-‘Fortified by a 
sameness of language and _ ideals, 
sharing the same great heritage and 
the same ideas of democratic govern- 
ment, and strengthened by a unity of 
ideal and purpose, Great Britain and 


James A. Rodman 


America are co-heirs of the past and 
co-trustees of the future,” Hon. J. 
Hugh Edwards, distinguished Welsh 
statesman, for twenty years a mem- 
ber of the British Parliament, told 
the Omaha _  Advertising-Selling 
League at its last meeting. 
Mr. Edwards is one of a number of 
celebrated speakers who are to ad- 
dress the organization this year. 
Perhaps that is why the Omaha Ad- 
vertising-Selling League is the largest 
association of its kind in the country. 
It has 900 members on its roster and 
attendance at the Monday meetings 
averages 500, in spite of the fact that 
they are held in the evening. 
Speaking with a charm that won 
his audience immediately, Mr. Ed- 
wards pointed out that Britain, bear- 
ing the brunt of the war on three 
fronts, is the only one of the combat- 
ants which has not made almost com- 
plete recovery. It has paid the 
United States 1,250 million dollars 
and received 70 million from _ its 
debtor-allies. 


Mr. Edwards digressed to say that 
the sight of the statue of liberty in 
New York harbor suggested that the 
United States has the statue and Eng- 
land has the liberty. 

Here is the line-up of the League’s 
speakers for the 1930 season: 

Harold H. Swift, vice-president, 
Swift Packing Company; Ivy L. Lee, 
Bethlehem Steel Corporation; James 
Anderson Burns, the man who dis- 
placed the rifles of the Cumberland 
mountains with education; Col. 
Frank Knox, manager of the Hearst 
organization; David Seabury, psy- 
chologist of national fame; Dr. A. J. 
Pacini, director of the Pacini Labora- 
tory in Chicago; 

Edward A. Filene, president of the 
Boston company of his name; Judge 
George D. Alden, of Boston and New 


Dutributron Chart Showemg Mow Sin Competing TEXTILE Manufacturers Approach a 
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Charts by Dry Goods Economist. 


Shreveport; Charles Donnelly, presi- 
dent of the Northern Pacific Railway; 
J. Frank Grimes, president of the 
Grocers Alliance Distributing Com- 
pany; G. M. Lebhar, editor of Chain 
Store Age, and Rabbi Hillel Silver, 
of the Temple Israel of Cleveland. 
Other prominent men on the list 
who have appeared, or will appear, 
before the Omaha Ad-Sell League 
this season are: Owen Rowe O'Neil, 
South African explorer; Hon. Phil 
LaFollette of Madison, Wis.; Mystic 
Mardoni, Human Enigma; Dr. Hugh 
Cabot, Dean of the Medical School of 
Ann Arbor; J. Hugh Edwards, mem- 
ber of the English Parliament; Quinn 


O'Brien, orator of the Chicago Bar; 
“Smiling” Bill Vogt, America’s cham- 
pion fisherman; Dr. Elmer Lynn Wil- 
liams, of Chicago, who has made the 
“racket” system of his city a study; | 
Chao-Chu Wu, Minister Plenipoten- 
tiary to this country from China; | 
Henry Gaines Hawn, Carnegie Hall; | 


Dr. Robbins Barstow, of the Congre- | 
gational church of Madison, Wis. 
Tentative dates have also been se- 
cured from Charles M. Schwab, of | 
the Carnegie Steel Company; Alanson | 
B. Houghton, former ambassador to | 
the Court of St. James; and Daniel | 
W. Hoan, mayor of Milwaukee. 
James A. Rodman, attorney of | 
Omaha, is president of the Omaha 
Advertising-Selling League, and 
Thelma G. Petit is the secretary. 


Typographer Starts Organ 

The Typographic Service Com- 
pany, of Los Angeles, has begun 
publication of a house publication, 


“Typo.” 
“Sales management in 1930 has 
got to mean something more than 


giving sales talks,” said the initial 
issue. “Salesmen are going to have 
to work harder and more efficiently. 
The company behind the salesman 
will do well to see that he is not left 
alone to carry on the fight.” 


Educators to Hear 
Portable Talking Movies 
Atlantic City, Feb. 14—One of the 

features of the convention of the Na- 

tional Education Association Febru- 


ary 22 will be a demonstration of 
portable talking motion picture 
equipment for schools. 

The demonstration will be in 


charge of Saul J. Burger and Michael 
L. Simmons, of the Stan-a-phone 
Company, New York. 


Peoria Drive Successful 

A large number of new members 
were added to the Peoria Advertising 
and Selling Club in a campaign just 
completed. C. C. Castle, chairman of 
the membership committee, created 
two teams, one headed by Frank H. 
Haslip, of the Peoria Star, the other 
by C. C. Wheeler, of the Illinois Mu- 
tual Casualty Company. 


Newspaper Man Dies in 


Florida 

John A. Kelly, for several years a 
member of the advertising staff of 
the Chicago Herald and Examiner, 
died in Florida last week. Mr. Kelly 
was a native of Philadelphia, but 
spent 15 years in Chicago. Inter- 
ment was in Chicago. 


Addresses University Men 

R. D. Keim, vice-president in 
charge of sales for E. R. Squibb & 
Sons, and president of the Sales 
Managers’ Club, was the speaker at 
the February meeting of the New 
York University Men in Advertising. 
The next meeting of the organization 


York; ‘“Dill-Pickle’ Henderson, of 


| taking readily to this product. 


Gain in Radios ; 
Features Export 
Trade for 1929 


Washington, Feb. 14.—With exports 
of radio apparatus setting the new 


high figure of $23,122,000, almost 
double those of 1928, 1929 foreign 


trade in electrical equipment reached 
a value of $149,601,000, or $38,830,000 
in excess of 1929. 

Canada was the most’ important 
market for radio apparatus, although 
some of the South American coun. 
tries, particularly Argentina, pur. 
chased large quantities. Australia 
and New Zealand also were fairly 


|good markets. 


Italy was an important European 
customer, its purchases consisting 
chiefly of receiving sets, tubes and 
loud speakers. Other European coun- 
tries are relatively unimportant buy. 
ers of American radio equipment. 

Electric refrigerators also found 
an expanding foreign market, 1929 
exports aggregating $11,761,000, an 
increase of $5,292,000 over 1928. 

The markets for electric refrigera- 
tion were fairly well scattered, some 
of the most important being Aus- 
tralia, Union of South Africa, Cuba, 
Canada, Belgium, Brazil, British In- 
dia and the United Kingdom. Argen- 
tina and Germany were also good 
customers. 

Foreign shipments of flashlight 
and other batteries increased from 
about $6,300,000 to $9,684,000, due to 
the fact that American manufactur- 
ers are now producing batteries suit- 
able for use in tropical countries. 

Exports of electric exercising ma- 
chines increased, foreign markets 


Exports of self-contained lighting 


| outfits showed only a slight gain, due, 


the Department of Commerce said, to 
the fact that many foreign countries 
are extending their high transmis- 
sion lines to rural areas, especially 
in the case of England. 

Foreign markets for portable elec- 
tric tools have not expanded to any 
great extent. Backed by advertising, 
Germany and Great Britain are pro- 
viding plenty of competition for 
American products. 

The total export trade of the Unit- 
ed States in 1929 was greater with 28 
principal countries and less with 10 
countries than in 1928. Trade with 
Canada showed the greatest valua- 
tion gain, exports increasing $34,000,- 
000 to $948,501,000. Argentina in- 
creased its takings by $32,000,000, to- 
tal shipments aggregating $210,288, 
000 and making that country the 
sixth best buyer of American mer- 
chandise. 

Exports to Chile made the greatest 
percentage gain, 38. Other countries 
increasing their purchases 25 _ per 
cent or more were Egypt, Netherland 
East Indies and British Malaya. 

United States imports showed in- 
creases with 29 countries and de- 
¢lines with nine. 


. 
Wasting Postage 

“Every day,” says the Chamber of 
Commerce of the United States, 
“American letters arrive in Spain 
with five cents postage attached. The 
first-class postal rate to Spain is two 
cents.” 

The Chamber quotes the Shanghai 
American Chamber of Commerce as 
saying that the omission of cable ad- 
dresses and codes from letterheads 
causes serious inconvenience. 


To Finance Home-Building 

Washington, Feb. 14.—The National 
Building Survey Conference has in- 
itiated plans to set up a central 
finance holding corporation to supply 
funds to home-owners who want to 
make immediate improvements, Fen: 
ton B. Turck, of New York, chairman 
of the conference, announced. The 
holding company will bring together 


a group of existing financing col 
cerns. 
To Edit “Automotive 


Industries” 

Leslie Peat has been appointed 
managing editor of Automotive Ir 
dustries, published by the Chiltod 
Class Journal Co., Philadelphia. Mr. 
Peat was formerly advertising mat 
ager for a manufacturer of automo 
tive equipment, but for some time 
has been associate editor of Autome 


will be March 3. 


tive Industries. 
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ADVERTISING AGE 


STOKER MAKERS 
RALLY TO AID 
OF KING COAL 


(Continued from Page 1) 
use of small stokers, efficiency, econ- 
omy and convenience can be guaran- 
teed. 

“The operators represented here to- 
night produce in the Southern IIli- 
nois quality circle field 75 per cent 
of the commercial tonnage of the 
state. Therefore, we shall expect to 
support, in a definite and public way 
only those companies who now or 
shall later specialize, first, in design, 
next in demonstration and finally, in 
the continued support of units closely 
and directly adapted to the coals 
from Southern Illinois. 

No Heat in Freight Bill 

“This policy arises from the con- 
clusion that there is a definite trend 
toward the consumption of less ex- 
pensive nearby coals, when through 
adequate mechanical assistance a di- 
rect economy can be accomplished 
and other conditions satisfactorily 
met. This trend is explained by the 
fact that people are coming to realize 
that there are no heat units in a 
freight bill. 

“There is also a growing belief on 
the part of consumers, large and 
small, that money spent for fuel pur- 
chase should find its largest distribu- 
tion among the laboring people and 
other consumers of their respective 
products in nearby territory. This is 
particularly true of the concentrated 
producing and consuming area within 
a 200 mile radius of Chicago.” 

Mr. Gebhart announced that the 
first annual Midwest Bituminous Coal 
Conference would be held at Purdue 
University April 10. Sponsored by 
coal operators, it will consider me- 
chanical devices for burning Illinois 
and Indiana coal in domestic and 
semi-industrial applications. 


Starts Direct Mail Agency 

Frank R. Jennings, former busi- 
ness manager of The Rotarian, Chi- 
cago, has entered the direct mail field 
in that city. He will specialize in 
sales letters, house organs, folders, 
ete. 


Joins Atlanta Agency 
Gottschaldt-Humphrey, Ine., At- 
lanta, has a new staff member in 
James W. Riley, formerly with The 
Geyer Company, Dayton. He will 
head a new radio department. 


Entertains Advertising 


Women 
Miss Klea Whitmore was host to 
the Women’s Advertising Club of 
Toledo at a valentine party at Ann 
Manor February 13. 


Gets Hat Account 
The Louis C. Pedlar Corporation, 
New York advertising agency, has 
been appointed by The Long’s Hat 
Stores Corporation, operating 50 
men’s hat stores on the Atlantic sea- 
board. 


Promoted by Ahrens 
James Antrobus, member of the 
circulation-department of Hotel Man- 
agement and other Ahrens _ papers, 
has been appointed head of the list 
department of the New York com- 
Dany. 


Incorporate Art Business 
The George L. Roberts Studios, 
Chicago, have filed incorporation pa- 
pers. The incorporators are George 
L. Roberts, Carl E. Jacoby and 
Chauncey L. Blankenship. 


Release Monel Film 


The International Nickel Company, 
New York, has released a two-reel 
Motion picture film telling the story 
of Monel metal. The picture was 
Made by the Rothacker Film Corpo- 
tation, Chicago. 


Haynes’ New Accounts 
The Haynes Advertising Company, 
Omaha, is handling the advertising of 
the Anestanol Chemical Company and 
the Boyles Business College, both of 
Omaha. 


PUBLISHERS LEND EAR TO OGDEN L. MILLS 


A large number of publishers, especially of business papers, turned out to listen to O. L. Mills, Under 
Secretary of the Treasury, at a luncheon in New York, February 4, Gen. Charles H. Sherrill being the host, 

Mr. Mills said that the United States, with 7 per cent of the world’s population, consumes 48 per cent of the 
coffee; 53 per cent of tin; 56 per cent of crude rubber; 21 per cent of the sugar; 72 per cent of the raw 
silk; 36 per cent of the coal; 42 per cent of the pig iron; 47 per cent of the copper; 69 per cent of the crude 
petroleum; and 75 per cent of the automobiles. 


May Bar Automobiles 
Equipped with Radio 


Boston, Feb. 14.— Automo- 
biles equipped with radios will 
be refused licenses, George A. 
Parker, registrar, announced. 
In this attitude, he is follow- 
ing the lead of New Hamp- 
shire, which said it will bar 
radio from automobiles on the 
ground that it diverts the 
driver’s attention. 


Hearst Enters Cleveland 


William Randolph Hearst has pur- 
chased the Central Press Associa- 
tion, of Cleveland, one of the few 
major cities where he has not been 
represented in some fashion. The 
Central Press Association, which has 
serviced about 550 newspapers, offers 
a general feature and picture service, 
unduplicated, in the main, by any of 
the Hearst services. 


File Against Chicago 
Agency 


An involuntary petition in bank- 
ruptey has been filed against Cook, 


Thomas & Cash, Ine., Chicago. 
Thomas I. Cash recently left the 
company. 


Have Tool Account 
The McClure & Wilder Advertis- 
ing Agency, Warren, Ohio, is now in 
charge of the advertising of the Bor- 
den Company, manufacturers of pipe- 
cutting and threading tools. 


Move Chicago Offices 

The Chicago offices of the Kimber- 
ly-Clark Corporation, manufacturer 
of rotogravure paper, have been 
moved to the Willoughby tower, 8 
South Michigan avenue. 


Heads Curtis Office 


M. H. Boynton has been appointed 
manager of the Cleveland office of 
the Curtis Publishing Company, suc- 
ceeding James Petrie. 


Joins Power Agency 
Faber Stevenson, of the Bell Syn- 
dicate, Pittsburgh, has joined the Ed- 
ward M. Power Advertising Company, 
of that city. 


Open Albany Branch 


G. F. Barthe & Co., advertising 
agency of Syracuse, has opened a 
branch office at Albany, with Joseph 
B. Carey in charge. 


New Farm Magazine 
Farmer and Feeder, Milwaukee, 
began publication with the February 
issue. G. L. Stutz is advertising 
manager. 


British Account to McKim 

The Bradford Dyers’ Association, 
Ltd., London, has placed its Canadian 
advertising with A. McKim, Ltd., 
Montreal. 


Agency Man Changes 
Erid Choyce, formerly of McCon- 


nell Ferguson, Ltd., has joined the| 


staff of Cockfield Brown & Co., Ltd., 
Montreal. 


Joins Cincinnati Club 

A new member of the Cincinnati 
Advertising club is Miss Gertrude 
Heiman, in charge of the promotional 
department of the Hotel Sinton. 


Lester D. Morse 


Mr. Morse, who has spent 28 years 
in the advertising department of the 
W. L. Douglas Shoe Company, Bos- 
ton, the last four as advertising man- 
ager, has been elected a director in 
the company. 


‘Tribune’ Offers 


a Second Color 
to Advertisers 


The Chicago Tribune is offering 
color to a limited number of advertis- 
ers, under special conditions. The 
only unit in which color is available is 
a full page, and it can be offered only 
at certain times, notably when the 
number of pages is somewhat smaller 
than usual. 

An executive of the Tribune ex- 
plained that the newspaper is not 
making an aggressive effort to sell 
color, but is providing it to adver- 
tisers who feel they can use it to 
advantage. The Bendix Corporation, 
Chevrolet Motor Car Company and 
the Fanny May candy shops are 
among advertisers who have taken 
advantage of the plan thus far. 

Practically any color is available, 
the additional cost being about 20 
per cent of the regular rate. 


New Indianapolis Agency 

Leonard B. Shick has left the Mills 
Advertising Company, Indianapolis, 
to form his own agency. He recently 
spent several months studying the 
work of European artists at first- 
hand. 


DuBree Agency Expands 

C. A. Pope, formerly with the Gen- 
eral Advertising Company, Indian- 
apolis, has joined Walter DuBree, 
Denver advertising agent. Another 
newcomer is R. Y. Reaves, of Denver. 


Robertson in New Work 

C. M. Robertson, former president 
of the Procter & Collier Advertising 
Co., Cincinnati, has been named 
treasurer of the Cincinnati Charter 
Committee. 


Hensler with “Examiner” 

Norbert Hensler has joined the 
display advertising staff of the Los 
Angeles Eraminer. He was formerly 
with the St. Paul News. 


Indiana Chain Tax 


Unconstitutional 


Indianapolis, Ind., Feb. 14.— 
The Indiana chain store licens- 
ing act has been held uncon- 
stitutional by three Federal 
judges. It was pointed out that 
the Standard Grocery Com- 
pany, which fought the legis- 
lation, would have had to pay 
$5,443 annually in fees, against 
$3 for the owner of a single 
store, regardless of size. 


Campaign for Mail 
Equipment 
The Postage Meter Company, of 
Stamford, Conn., manufacturer of 
Pitney-Bowed metered mail equip- 
ment, has appointed Batten, Barton, 
Durstine & Osborn, New York. 


Costello with “Leader” 


E. J. Costello, formerly associate 
editor of The Poster, Chicago, has 
been appointed editor of the Milwau- 
kee Leader, succeeding the late Vic- 
tor Berger. The Leader is under 
new ownership. 


Women 
Advertising 


Jeanne Rickert 

Seattle, Feb. 14.— Miss Jeanne 
Rickert is regarded by members of 
the Advertising Club of Seattle as 
a first-class advertising woman, and 
they should know, since Miss Rickert 
is executive secretary for the organ- 
ization. 

However, it doesn’t seem possible. 
In the first place, Miss Rickert re- 
fuses to have a photograph taken, 
which is in contravention of Article 
1 of the Advertising Code, which 
says: “Thou shalt not turn down any 
legitimate publicity.” 

She has also violated Article IT: 
“If they fire you—resign.” 

Miss Rickert tells with feeling of 
being separated from a very interest- 
ing job on a Seattle newspaper be- 
cause of a change of management. 
However, she has a keen sense of 
humor which has tided her over this 
and other temporary disasters. 

“Don't all puffy and important peo- 
ple write modest little volumes en- 
titled THE SECRET OF SUCCESS?” 
asked Miss Rickert. 

“IT should clear my throat, push 
back that flowing lock, assume an in- 
telligent look and begin!” 

After “being fired” (her own ex- 
pression) from the newspaper job 
mentioned, Miss Rickert was “quite 
disconsolate” until Lloyd Spencer, 
president of the Seattle Advertising 
Club, recommended her as the new 
executive secretary. The resolution 
being heartily seconded and carried, 
Miss Rickert was duly initiated into 
office. 

“IT like it fine. They are all such 
good scouts to work for and with!” 
she exclaimed. 

So there you are. 


THE LETTER SHOP, Inc. 


handles all work connected with 
Direct-by-Mail Advertising 


Telephone Wab. 8655-8656 


440 S. Dearborn St. Chicago 
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the field at large, and attr 


portfolio recently issued 


Chi 


2 


The hospital field is a two | 
paper market! 


tions in the United States and Canada. 
magazines of verified circulation covering this vast in- 
One shows a total of 5,017 sub 
scribers in hospitals—including, naturally, many hos- 
pitals where more than one copy is received. The 
other, Hospital Management, shows a total of 3,632 


erably less than the total number of institutions. Both 
of these leading journals draw their circulation from 


types of hospitals. But with this situation as it is in 
regard to coverage, neither journal even approaches 
dominance. Two papers must be used to attain real 
coverage of this great institutional field. Send for the 


“The Hospital Field—a Two Paper Market.” 


hospitals and allied institu- 
There are two 


total of the two is consid- 


act approximately the same 


by Hospital Management, 


Hospital Management 
537 South Dearborn Street, 
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Gold Medal 
- - editing 


It is hard to bring up evidence in support of an abstract contention. We say 
that ARCHITECTURE is the professional journal publishing the best work, but 
how prove it? Well, here is a piece of evidence——or rather a series of pieces, 
running over three years. 


A 


: 


The Architectural League’s Gold Medal in architecture is the outstanding award 
of the year in the eyes of the profession (excepting when the American Institute 
of Architects awards its Gold Medal, which award has been made to only four 
Americans in many years). In 1928 ARCHITECTURE published the Detroit 
Institute of Arts——an extensive showing reaching over two months. A month 
later the Gold Medal of The League went to Paul P. Cret for this piece of work. 


In 1929 the Gold Medal of The League went to W. Pope Barney for a very small 
bank building in Philadelphia. This was published in ARCHITECTURE in the 
June issue, the medal being awarded just as we went to press. 


On January 30th, 1930, the Gold Medal of The League was awarded to Hola- 
bird & Root of Chicago “for the great distinction and high architectural 
quality they have achieved in the solution of the American office building. 
ARCHITECTURE published its special number on the work of this firm under 
date of January, 1930. 


The American Institute of Architects awarded its Gold Medal in April, 1929, to 
Milton B. Medary. ARCHITECTURE’ April, 1929, number showed Medary’s 
latest and most important work, The Bok Tower, on which this award was based. 


It is quite evident that guesswork will not pick out of a possible five thousand 
architects the Gold Medal winners for three consecutive years. The real reason 
is that in ARCHITECTURE will be found, not once a year, but regularly, the best 
work that is being done. Therefore it is the best advertising medium in its field. 


ARCHITECTURE | 


CHARLES SCRIBNER’S SONS ~~ FIFTH AVENUE AT 48TH STREET ~ NEW YORK 
Publishers of Architecture, Scribner’s Sales Guides to the Architects, and The T Square 
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